When a woman shops 
for gleaming modern 
appliances to lighten 
her household tasks... 
her mind goes far beyoni 
chrome and glass, 
thermostatic controls 
and automatic switches, 
because, you sce 


She has a picture 

in her mind... 

a dual picture of 

more delicious meals 
and of precious minutes 
saved for leisure use 
out of her busy day... 
both inspired by 


her favorite magazine. 


McCall’s editors 
know how to implant 
these mental pictures 
that so compellingly 
influence the shopping 
expeditions of women 
in 3,600,000 homes. 
McCall’s Magazine, Adv: De 
444 Madison Ave., New Yor 


Oc] 


utes 


1e. 


WHY BUSINESS IS 
BETTER IN DETROIT 


@ $200,000,000 Veterans’ Bonus Cash being spent, 
plus $40,000,000 Terminal Leave Bonds 


@ Average Weekly Industrial Wage, $57.80 (June) 
@ Unemployment at new postwar low 

@ 1,100,000 working regularly 

@ Average Retail Sales increase over 1946, 20.5% 


@ Value of Building Permits, $13,575,844 (August) 
Increase over 1946 of 69.5% 


@ 45 new cars PER MINUTE (2,700 per hour) 
coming off assembly lines 


@ FREE PRESS CIRCULATION (August) 


428,254 493, 539 
o 


JOHN S. KNIGHT, PUBLISHER 


Che Detroit Free Press 
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RETAIL ACTIVITIES IN THE BIG CITIES 


SALES MANAGEMENT MAGAZINE "HIGH SPOT CITIES" ESTIMATES, 
SEPTEMBER, 1947, VOLUME BASED ON SEPTEMBER, 1939, AS 100 
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Sales Management magazine’s monthly index of retail sales and service dollar volume indi- 
cates a gain of 170.2% in Milwaukee in September, 1947, as compared to September, 1939. 
This is 8% to 70% MORE than the increase in all but one of the other big cities listed 
above, and is 27% GREATER than the average gain of the 14 cities. In this “better-than- 
average” big volume market, The Milwaukee Journal reaches nearly THREE times as many 


City Zone homes as any other newspaper, EIGHT times as many as any magazine. 


THE MILWAUKEE JOURNAL 


Read in 97% of All City Zone Homes Daily. 92% on Sunday 
15, 1947 3 
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MEN FROM MARS? NO—BLANKET SALESMEN! 


How Simmons trained retail clerks 
with Filmosound-projected movies 


Simmons’ problem: to sell a highly technical 
new product, an electronic blanket, through 
non-technical retail salespeople to non- 
technical housewives. 

The solution: a sales-training sound motion 
picture, shown to retailers’ sales staffs. In 
one sequence, animated electrons (as pic- 
tured above) make the complex story un- 
derstandable. 


The projectors: Bell & Howell Filmosounds, 
because their ease of operation encourages 
full use by salesmen, and because their 
theater-quality reproduction of motion pic- 
tures and sound is essential to effective sales 
presentations. 


The results: swift, successful introduction of 
the new product; soaring sales because 
retail clerks are thoroughly sold, fully in- 
formed. 


Your business is different, but it’s 10 to 1 you, too, have a job which 
movies and Filmosounds could do better, faster, more economi- 
cally, more profitably. Let us help you investigate the possibili- 
ties. Bell & Howell Company, 7190 McCormick Road, Chicago 45. 
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NEW YORK’S NO. I 
EVENING NEWSPAPER 


ANT to tell your story to the most home-going New 
Yorkers? To the up-and-coming people who are 
earning the money to buy what they want? Look no 
further. Here’s the answer 
The New York Journal-American goes home with 42 of 
every 100 persons who buy a metropolitan evening news- 
paper . . . goes into more than 700,000 households. 


e Journa: 


= (AN AMERICAN }{ PAPER | FOR 


Journal-American readers make up the largest New York 
evening newspaper audience every offered to an advertiser. 
In setting your sights on reaching the lion’s share of New 
York’s families, tell your story in the evening newspaper 
preferred above all others. 


YOUR STORY STRIKES HOME IN THE 


anerican 


HE [AMERICAN }{ PEOPLE 7} 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


PCTOBER 15, 1947 


Food News is a promotional piece published in the 
interests of FOOD INDUSTRIES. It is sent without 
chorge to those interested in advertising to 

the food industries. 
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What Do YOU Have for Sale to thei 


If you have a product the food industries can use, 
you will have as a customer the world’s most 
important buyer of equipment and supplies. 
Here is the largest of all manufacturing indus- 
tries. According to the last Census, dollar volume 
was 3 times that of the automotive industry; 4 
times the electrical apparatus industry and 30 


times that of the machine tool industry. 


A HORIZONTAL, CONCENTRATED MARKET 


The chances are if your equipment is suitable for 
one type of food processing, it will be usable right 
across this vast industry for food plants have many 
operations in common. 

While there are listed over 50,000 food plants, it is 
true as in many industries, that a small number do 
the bulk of the business. Again according to Govern- 
ment figures, some 12,000 plants do about 90% of 
the volume. This is a concentrated market, where a 
year round, almost depression-proof business is done. 


LOOK TO THE OPERATING MAN FOR THE ORDER 


The magazine Food Industries was launched i 
1928 to bring to food processors the best available 
information on research, development, productio 
and distribution methods and to advance the use ¢ 
scientific processes in food manufacture. 

This magazine is used by food plant operator 
from superintendents, engineers, technologists to the 
heads of companies and including intelligent opera! 
ing men down the line, anxious tg earn increas 
responsibility. 

These are the men you must interest in selling th 
food industries. 


WHAT, WHERE, WHEN AND HOW DO THESE MEN BUY? 


We have tried to answer these questions in the 
current issue of Food News—a few pages are Pit 
tured above. Here the market is defined in det#! 
together with its buying power and practices. 

Included is a 4 page chart showing the equipme!! 
used in each food plant operation and the types” 
plants using it. This enables you to check imm 
diately the possible horizontal use of your produc: 
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World’s Oldest and Largest Industry? 


To make this more graphic, there are 12 pages of 
red pictures showing the major kinds of equipment at 


silabk— Work in a wide variety of food plants. Send For This Issue of FOOD. NEWS 

uction Foods News answers your questions as to who 

used? the men are in food plants you must reach and Previous issues of Food News were photo- 
why a paying percentage of them for you are Food graphic journeys through various food plants. 

rats),  /Ndustries subscribers. It demonstrates how and why This issue tries to give as complete a summary 

tote) your sales plans and Food Industries circulation of the industry as possible as a guide to sales Le 

yperat plans must run about parallel. It demonstrates, too, and advertising plans. If you ar » a an the ' i 

reas), Why readers are interested in both editorial matter Food News mailing list, please write us. t 


| and advertising that tell how to do the job better, at 
ing the less cost and with higher quality. 
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THE MURAL MAN 


Hand-painted murals can’t be turned out as quickly 
as washing machines and electric toasters but James See- 
man, the 33-year-old muralist and designer, who has 
embellished the offices of such establishments as the 
Bulova Watch Co., Brown-Vitner Co., and the Senate 
Chambers in Washington, is doing his best to make them 
a household item. Until the Vienna-born Mr. S. came 
along, people were inclined to look askance at murals 
for their walls. Murals came notoriously high and 
there is probably no wall decoration which can go so 
far astray in the hands of someone who doesn’t know 
what he... or she... is doing. So Seeman, not a man 
to underestimate the rejoinder of a woman, is solving the 
problem his own way. 


First he got his hand on a supply of Viewlex Projec- 
tors, complete with screens, in a quantity large enough 
to take care of his many and important distributors. Then 
he set up entire rooms—dining rooms, foyers, living 
rooms—complete to period furniture, draperies, rugs, 
Howers and accessories. These he photographed, in full 
color. Along with a Viewlex went the series of pictures 

each showing a different mural—to the distributors. 


When the Lady of the House arrives at a distributor’s . 


showrooms, with or without her decorator, she is given 
a showing. The method is practically foolproof. There’s 
no longer any excuse for her to say, “But I don’t know 
how it will look on the walls!’ And business is snowing 
Mr. Seeman under. 


The Seeman price line of hand-painted murals begins 
at $50. This is actually very inexpensive as murals go. 
Generally speaking, if you want a mural done for your 
dining room, you hire an artist who works directly on the 
walls. Seeman has been able to shave his cost by doing 
all of his work in his Brooklyn studio. He takes room 
dimensions, including allowances for windows, doors, fire- 
places and the like, and creates the mural on canvas. 
When it’s finished he installs it in the room. This, he 
feels, is a much more satisfactory method of doing things. 
Gone is the old bugaboo of having to leave the mural on 
the wall when you move. The Seeman murals can be 
removed from the wall and installed on a new one as 
easily as wallpaper. And they can be taken down for 
cleaning—though that, he assures us, is not necessary. The 
mural can be cleaned on the wall itself. 


While he does murals to order, Mr. Seeman, a big, 
burly man given to wearing loud plaid shirts, also has a 
line of wallpaper murals. Although these are comparable 
in cost to top-quality printed wallpapers, the Seeman wall- 
paper murals are painted by himself and his staff of nine 
artists. When Seeman sets out to create a new wallpaper 
mural he holes up for some research which would give 
pause to a Museum. One of his latest is “Colonial 
Day’’—which, incidentally, is getting quite a run from 
businesses which pride themselves on their antiquity. It 
was months in the preparation. Seeman spent days in such 
places as The Museum of The City of New York, study- 
8 


ng old prints, maps, and tabrics. Then he used }j 
accumulated information as a garnish for his own imag. 
nation. The result is a mural which has the ring of a 
thenticity coupled with something else which can only & 
described as ‘the Seeman Touch.” 


But what he likes best of all is to be called in by inf 
dustry and given a free hand with such things as Boar 
Rooms, the President’s ofice or the main reception roon 
The same sort of technically-perfect research as is incorpo. 
rated in ‘Colonial Days” goes into such creations. Se 
man bones up on the company’s history, its products, it 
theories, and when the mural is hung he knows as mud 
about the business as some of the top men. 


James Seeman began his American painting career i 
Europe. He was commissioned to paint posters for lead 
ing American film studios. He came to this country t 


DOUBLE DISTRACTION . this is a muralist trying te 
do some honest research. The lady is just making it difficult. 


do murals for the World’s Fair, liked the States so We 
he never got home. Now he’s typically American .: 
He swears by advertising, has a shop which has neve 
known Labor trouble. 


“I just treat the boys as I would be treated,” he 
in explanation for his success with his men. 


Twice a day everybody in the studio stops whater 
they're doing and falls to with the cakes, cokes and 4 
fee which Seeman provides. Furthermore he takes ™ 
advice of his painters on technique, colors and line. | 
theory—they wouldn’t be working for him if they dide 
know what they’re doing. 
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ALABAMA‘S INDUSTRIAL MARKET TODAY te 
AUGUST 1947 
Worthwhile No. Receiving No. of Copies 
M&F M&F 


Plants % 

Rated over $1,000,000 153 All 335 te 

$750,000 to 1,000,000 17 All 26 if 

500,000 to 750,000 23 All 40 e. 
200,000 to 500,000 48 All 53 
75,000 to 200,000 30 All 34 
Unrated * ? 119° 136 

rot & 

271 390 624°" & 


*Mainly important unrated plants and branch plants of large © 
companies. **Recent surveys show that each copy of Mill & 
Factory is read by 5 or 6 plant executives. & 
4 
CSET WERE SEELEY Bs 
THIs LATEST, on-the-spot, M & F survey finds in- 
dustry on the up-swing in Alabama. 


. Total manufacturing employment is up 66% 
over 1939 as compared with the average na- 
tional increase of 42%. 


--. All three dominant Alabama industries: — metal 
working, textiles and wood products (naval 
stores and pulp and paper) — have expanded 
considerably since 1939. 


--. Production of durable goods is largely centered 

in Birmingham, “Pittsburgh of the South” and 

gv & Mobile — (both covered by separate analyses in 

the report). These areas are heavy consumers of 

a great diversity of new and replacement equip- 
ment, materials and supplies. 


~ MILL & FACTORY’S CENSUS OF MANUFACTURERS FINDS... 


With industry still climbing to a peak, with demand 
for new equipment still rising, Alabama is especially 
attractive to industrial marketers. To get the details 
on these conditions, you'll want a copy of this inter- 
esting report. Write to Mill & Factory. 


SALES EXPERIENCE OF SALESMEN 
DETERMINES M&F CIRCULATION 


Mill & Factory pools the sales experience of more than 
1500 salesmen to get precision coverage of the RIGH1 
MEN in the RIGHT PLANTS. 

These salesmen, employed by 135 industrial dis- 
tributors located throughout the country, subscribe to 
Mill & Factory for their customers and prospects. They 
KNOW from actual sales experience which plants are 
worthwhile ... KNow what men have buying authority 
and influence ... KNOW within a few days when men 
move up, down, in or out. These men notify Mill & 
Factory of changes at once ... because the Distributors 
pay for every copy. 

State of Alabama is No. 35 in the continuing series of 
industrial marketing surveys conducted by Mill & Factory. 
Surveys are ready on the states of Ohio, R. I., Conn., 
Del., Md., Mich., Minn., Colo., Penna. and many im- 
portant trading areas. Write for all of these reports and 
others to be available soon. Conover-Mast Corporation, 
205 E. 42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Bldg., Cleveland 14; 5670 Wilshire 
Blvd., Los Angeles 36. 


It has become increasingly clear today 
that the economic welfare of our nation 
—and of democratic countries through- 
out the world—depends primarily upon 
the ability and far-sighted wisdom of 
American business leadership. 


The task of keeping this leadership 
well-informed and better equipped to 


solve its multiple problems is the prin- 
cipal function of the nation’s business 
publications. 


In order that each may better serve its 
respective field, 132 of these publica- 
tions are joined together in The Asso- 
ciated Business Papers—“A national 
association of business publications de- 
voted to increasing their usefulness to 
their subscribers and helping advertis- 
ers get a bigger return on their invest- 
ment.” 


We at SALES MANAGEMENT are 
proud that our publication has been a 
member of this association for the past 
21 years. 
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New York 


Chicago Santa Barbara 


FOR DUNKERS ONLY 


Our spies have turned up something which wil] ; 
the foundations of industry to its core. Here it js: p, 
tore 1847 all doughnuts—now get this—all doughn, 
were made without a hole. We have it on the word, 
no less an authority than a spokesman tor The Doughp, 
Industry. They’ve been sitting on the story for | 
years. Now they’re bringing it out in the open in or4 
to help celebrate the centennial of the hole in the doy 
nut. (Stop yawning . . . we've hardly begun.) Capp 
Hanson Gregory invented the doughnut without a hy 


Well, sirs, back in 1847, like we were saying, Capta-fE 
Gregory, of Camden, Maine, was sailing his sturdy yes 
in Northern waters. ‘Vhe Cap'n and his crew just lov 
ved the round cake, with a doughy center, ancestor to th 
doughnut as we know it, and they not only ate the thing 
at mealtime but as a snack when they were at the steeriy 
wheel. ‘hen one day in October of that fateful year, ¢ 
Cap'n himself was steadying-her-as-she-went. Naturaly 
he had a mittful of the round cakes which he mune 
every time he got a free hand. Since this was the fi 
time that the Cap’n had steered and eaten doughnuts} 
one fell swoop, as it were, he soon found that he 
handicapped by having the usual, and standard equi 
ment, two hands. When a wild, wild wave came a 
it was expedient to use both hands on the wheel ¢ 
Cap'n was forced to either bolt his cookies or lay the 
down. Ah... but there was no place to lay the doug 
nuts, and the Cap'n liked his doughnuts. However this 
now Cap’n Gregory was no_ land-lubbin’ fool. 
rammed the soft cakes over the spokes of the steeris 
wheel thus forcing a hole through each of them. And 
so—the doughnut was born. Exciting isn’t it? 


To make. this short story even longer, the Cap’ 
hardly a man to underestimate his powers, decreed the 
from now on all doughnuts, on his ship, were to be mat 
with a hole already in them. Naturally, again, his m 
rose up and called him blessed. 


And here it is 1947, and it seems that no commit 
of good and true men have seen fit to honor the dann 
and altogether wonderful Cap’n Gregory. That ts, uw 
now. In October there will be a great celebration (\ 
can’t seem to uncover the agency responsible for it 4 
it might be fairer to ignore it anyway) in Camden. Frog 
Maine, straight across the country—believe it or not- 
various celebrations are planned by bakers in Calitorn 
Oregon and Washington to honor the memory ot © 
brave Maine captain. The whereabouts of the Cap! 
descendants is not known, but a search is being ma’ 
in order to have them present at some of the centenmit 
observances being planned. (Note to any Gregory & 
scendants: Come home—the authorities promis 
charges will be lodged.) 


Bakers and doughnut manufacturers are, of cous 
responsible for all this tempest over sho'tnin’ bread. 4° 
the same harried public relations man who dreamed | 
that lilting slogan about going through life watching © 
doughnut instead of the hole is obviously the culprit ¥ 
talked these purveyors of sinkers into the thing in the i® 
place. Anyway, he got everyone on the bandwagon. 


Yep, state and government officials—says a caretll'§ 
nebulous release we got—will convene in Camden! 
place a permanent plaque on the Gregory homeste®§ 
There is an unconfirmed rumor that the plaque will 9 
made with a hole in the center. Well, it’s possible. 
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LW IOWA 


Capt 
ed the 
ye ma 
his m ALM the audience-knowledge required to do 
a successful radio job in Iowa is contained 
we in the “1947 Iowa Radio Audience Survey” —a 
is, ul masterful study by Dr. F. L. Whan, recognized 
a ce research authority of the University of Wichita. 
: = It compiles and visualizes the answers given by 
as 
liforn 8,682 Iowa radio families to almost every ques- 
Cap tion that any radio advertiser could ask about 
WZ ma the stations to which lowa people listen most, 
eae the areas in which each station is preferred, 
nise the times at which Iowa people listen, the types 
of programs they like and dislike, and to 
Ry: | dozens of other questions which determine the 
amed success of any radio effort in the State. 
hing © 
= » The 1947 Survey is the tenth annual edition. 
~ | Countless times we have been told by top-notch 
-arefull agencies that the Iowa Radio Audience Survey 
mden ' | is the most authoritative and helpful audience 
mea » study in America—that any large agency would 


> 


gladly pay thousands of dollars for its exclu- 
EMENMPCTOBER 15. 1947 
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sive use, because it enables them to PLAN 


better and BUY better in lowa. 


WHO believes that what helps you also helps 
radio and us. Hence we gladly offer a free copy 
of the 1947 lowa Radio Audience Survey to 
every agency, advertiser and sales executive in 
America, until the edition is exhausted. Get 
your copy NOW. The coupon is for your con- 
venience. 
WHO for Iowa Plus! 
Des Moines . . . 50,000 Watts 


B, J. Palmer, President... P. A, Loyet, Resident Mgr. 


Free & Peters, Inc., National Representatives 


Station WHO 
918 Walnut Street 
Des Moines 7, lowa 


Gentlemen: Please send me, without obligation, my FREE copy 


of the 1917 Iowa Radio Audience Survey. 
Name 
Company 


Street 
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City State 
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*“"Coupon response from previous adver 
ing in THIS WEEK has convinced us thi 
money invested in this publication 
brings direct results for us and our 
dealers. That's why a great big slici 
of Ocean Spray's 1947 appropriation i: 
going in THIS WEEK..." 


— H. Gordon Mann, Sales Manager 
National Cranberry Associatiu 


*"Besides being a leading national ™% 

zine, THIS WEEK is part of your loss 
newspaper, where your own advertisi# 

runs, where your own customers shop, 

where you've seen your own advertis# 
dollars pay out in sales." 


— P. Godert, Director of Salt 
U. S. Time Corporation 


*From trade paper ads ad- 
dressed to the dealers. 
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The Sth Cover’s selling 


THIS WEEK 
to more and more advertisers 


\ a 
hen THIS WEEK Magazine rings up 
record sales volume for itself (as it’s do- 


g this year), you can be sure it’s also 


inging up record sales for its advertisers. 


For advertisers buy TWM to sell goods. 


he more they buy of it the more goods 


they sell. 


That “Sth Cover”— the Sunday* news- 


aper that this magazine comes wrapped 


n—is what makes TWM!’s advertising 
olumns work overtime for the Sales De- 
hartment. For each TW M ad has two great 
edia working for it instead of one. 

You get the color, long life, reader in- 
.One 


i the nation’s biggest magazine audiences: 


erest of a leading national magazine.. 


over 8% million homes, over 19 million 
readers, every +th family in America. 

And then you top that off with an “extra 
ingredient” — the local shopper-and-dealer 
influence of the Sunday newspaper. That’s 
where your dealers want to see your prod- 
uct, where they can really tie in with it. 
That’s where your customers look for your 
product, when they’re really out to buy. 

This 5th Cover is what your magazine 
advertising needs, now that sales are get- 
ting tougher. 

In fact, this 5th Cover could make any 
national magazine a better salesman for 


your product. 


THIS WEER_ 


; 
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AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun The Detroit News 
The Birmingham News The Indianapolis Star 
The Boston Herald Los Angeles Times 
The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


c ‘ 
Saturdays in Chicago. 


Des Moines Sunday Register 


The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Lovis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 


OCTOBER 


15, 1947 


1. Blanc Fixe 


[) Pulp bleach 


3. Pop Test 


Strength test for paper 


Test your word knowledge 


of Paper and Printing 


C) Material used as filler in paper Fiber distribution in paper 
C) Fixative used in etching Special kind of press make-ready 


General appearance ofa printed piece 


- Half an en 


C) Analysis of bleach liquor ~] Roman symbol for 1000 
C) Test for purity of pulp 


_} Fourth letter in the printer's alphabet 


% 


ANSWERS 


] Blanc Fixe is material used as 

filler in paper. Filler and surfae- 
ing materials used in Levelecoat* 
printing papers are required to pass 
strict tests of purity and whiteness. 
That’s one reason Levelcoat is 
brighter consistently. 


? Format is the general appearance 

of a printed piece — its size, style. 
and shape. Even with the most dis- 
tinctive format, fine printing achieves 
its full effect only on fine paper. And 
for pieces which deserve fine paper, 
specify a grade of Levelcoat. 


14 


3 Pop Test is a strength test for 
paper. In perfecting Levelcoat 
printing paper some 700 checks and 

instrumentation procedures may P R | N T | N G PAPERS 
play a part. No wonder, then. that D 

with printers who are perfectionists 
themselves, this excellent paper is 
so popular. 


Levelcoat* printing papers 
are made in the following 
grades: Trufectt, Kimfectt. 
Multifectt and Rotofectt. 
4 M is the Roman symbol for 1000. 4 DEMARK 

Check 1000 sheets of Levelcoat ' RES.U.S. PAT. OFF. 
on the press. Or 10,000, Or 100.000, 


You ll find them uniform in texture. KIMBERLY-CLARK CO RPORATIO 


in smoothness. in strength. And in 
printed results which say indisput- NEENAH, WISCONSIN 


ably, “This is Levelcoat!” 1872 —SEVENTY-FIVE YEARS OF FINE PAPERMAKING—I# 
SALES MANAGEMEN 


A PRODUCT OF 


RESEARCH 


NEWS REEL 


GULF OIL CORP. AND GULF REFINING CO. 

H. P. Hobart {left} and R. M. Bartlett (right) 
are elected, respectively, vice-president in charge 
of Lubricating Oil Sales and vice-president in 
charge of Fuel Oil Sales for the Gulf organizations. 


HOWARD E. WILLARD 

Newly appointed air cargo sales manager of Pan 
American-Grace Airways, Inc. (Panagra), was form- 
erly with American Airlines and Capitol Airlines. 


CLARK WALTER 


New general sales manager of Executone, Inc., 
has been New Jersey distributor of Executone 
Intercommunication and Sound Systems for 9 years. 


HOWARD BARBER 


Recently resigned from Montgomery Ward & Co., 
joins The Brunswick-Balke-Collender Co. as vice- 
president in charge of sales and merchandising. 


E. L. BERNEGGER 


retail and wholesale sales for the Whitehall Phar- 


macal Co. which he joined six-and-a-half years ago. ‘ 


Assumes new duties as vice-president in charge of ‘ — 


OWENS-ILLINOIS GLASS CO. 


Within the company's Glass Container Division, 
E. F. Schafer (left) is named general branch man- 
ager, a newly created post, and S. F. Davis be- 
comes the new sales manager to the food industries. 


} 
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ving (176 of the Nation's 


; ey 


> 


ay 


ae Ws 


e grocery (74,771) » gasoline outlets (56,408) . women’s wear (15,063) 

e meat markets (21,894) » appliance outlets (24,095) .. shoes (10,016) 

e drug (15,542) » paint (10,647) .. furniture (6,381) 

@ beer outlets (81,878) » hardware (9,869) . jewelers (7,294) 

@ liquor outlets (53,173) » department stores (2,944) , variety 5¢, 10¢, $1 (5,558) 


e tire outlets (19,437) » men’s wear (8,554) _ stationery (16,971) 


41% of the nation’s retail business, bared to you in be seen at your convenience. We would like to show 


detailed analysis! Nothing so thorough as this has ever them to you. 


before been achieved. Through every one of these 9 For each of the 9 Major Markets these Sales Operat- 


major markets, a field force walked literally hundreds of ing Controls provide — 


. : - mapped marketing visualization . . . shopping centers 
thousands of blocks . . . charting, recording, evaluating. Ppe sini 
- and shopping streets located . .. a working market analy- 
ere is bedrock marketing fact to help you base your , , 
5 Py ; sis ... breakdown of retail outlets . . . a sales and sales- 


ow y . b > . . : M4 ‘ - 
n conclusions as to your sales potential in any or all man’s working control . . . factual evaluation of each 


of the market areas. The 9 Sales Operating Controls may market and its parts. | 


Hearst Advertismg Service 


HERBERT W. BEYEA, General Manager 
959 8th Ave., New York 19, N. Y.— Offices in principal cities 
Representing 
Record-American- Advertiser New York Journal-American Pittsburgh Sun-Telegraph Chicago Herald-American San Francisco 


Times-Union Baltimore News-Post-American Detroit Times Seattle Post-Intelligencer Los Angeles 
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One of America’s leading advertisers* writes, ‘““Woman’s Day 
produced the lowest inquiry cost of the books that we used. We 
subsequently have researched 1,000 of the inquiries and we find 
the results have been highly satisfactory. We are extremely pleased 


not only with the inquiry costs, but the type of new customer it 
produced!” 


* Name upon request. 
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| = The lady illustrated hasn’t got her head in the clouds. To the contrary, she’s a composite 


of the more than 3,000,000 housewives and mothers who read Woman’s Day. 


Her altitude is a figurative reminder that, in 1948, she will spend $10,287,000,000 to : 
satisfy the appetites of the 11,400,000 members of her collective families: 
$3,726,000,000 for Food and Drink 


$1,863,000,000 for Housing and Household Appliances 
$1,377,000,000 for Clothing 


ee 


648,000,000 for Transportation and Recreation 
291,000,000 for Drugs 


243,000,000 for Personal Services 


G 


ie 2) 


In Woman’s Day you won't.be sticking your neck out in your attempts to reach her eye and ear, 
For Woman’s Day, at the lowest page rate per thousand of any women’s service magazine, 
enjoys the greatest single copy sale of any magazine in existence, thanks to an editorial 
technique that (without advertising influence) has pulled more than 600,000 reader letters 
and 700,000 requests for instructions in a single year . . . from the most 
price-conscious, economy-minded women in these United States. 


Advertisers who count costs court women who count pennies. 


because buying is a woman’s business: 


: WomansDay is never done ACLUMG: 


15, 


Two 
heads 
are 
better 
than 
one! 


This 
dynamic 
@ Speaker 
@ Author 


@ Publicist 
@ Counselor 


with an international reputa- 
tion and 25-year vital business 
background is at your service. 


Counseling either in person 
or by airmail anywhere on the 
American Continent! 


HARRY SIMMONS 
Management Consultant 
Hotel Beacon, 2130 Broadway 
New York 23, N. Y. 


= Courier ciate EXPRESS 


y Asks Quick Passage of Teacher Puy Bill bab 
Teachers P arned Surthe NYC Lave ° , Sk im 


0 omkdPord Protesmes (Hi 100 
- bor bomen: 


MEN’S STORES 


have found thru the 
years that advertising 
dollars produce their 
greatest return in the 
Courier-Express. That's 
why 1946 Men's Store 
lineage reads— 


C.E£. DAILY 575,456 lines 


C. E. SUNDAY 33,214 lines 
NEXT PAPER 290,290 lines 
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REACH BUFFALO'S BUY 
POWER thru the 


Buffalo's Only 
Morning and Sunday Newspaper 


National Representatives: 


OSBORN, SCOLARO, MEEKER & CO. 


THE 


| Pa 


BY T. HARRY THOMPSON 


October 3-13 was Nationally Ad- 
vertised Brands Week. Hmph! 
Every week should be Nationally Ad- 
vertised Brands Week. 


And October 17 is the day Gen- 
eral Burgoyne surrendered at Sara- 
toga. Losing at Saratoga, of course, 
is no longer news. 


| had this note left over from 
Summer: ‘Tessie O’Paque, High 
Priestess of Hebetude, thought a duel 
in the sun concerned a lovesick pair 
on the beach at Coney. 


M. H. Owen, manager of the 
York Wire & Cable Section of Gen- 
eral Electric, says an appropriate new 
slogan for Packard Motor Company, 
if prices keep rising, would be: “Ask 
the man who had one.” 

. 


Labels are curious things, depend- 
ing largely for their meaning upon 
who applies them. A band of natives 
dumps a cargo of tea into Boston 
Harbor, and goes down in history as 
“patriots.” A band of natives in In- 
donesia has similar yearnings for free- 
dom, similar hatred of foreign con- 


trols. They are “rebels.” 
+ 


A station-wagon cut across the bow 
of a bus in which I had a window- 
seat. The name _ intrigued me: 
“Fallen Larches.”’ 

e 

Nit—“You say he shot the bank-roll 
on a new house?” 

Wit—“Yeah; he sold his birthright 
for a mess of cottage.” 

a 

After seeing a close-up of the 
‘Tucker car and listening to the sales- 
spiel through the p.a. system, I pre- 
dict it will give standard cars and 
their builders a few sleepless nights. 

- 


Jack Lutz says one whisky lets you 


gruw old gracefully; another is th 
choice of men of distinction; but 4g. 
most any will help one get a head. 
. 
HEADLINE PARADE 
The college-girl is going to blazers— 
Peck & Peck. 


Campus Wearwithal. — Article j, 
“Esquire.” 

We shook a chandelier . . . and log 
what dropped out!—Arrow Ties. 


Success is a Household world. — 
“Household Magazine.” 


C is for Cat... and so is Puss ) 
Boots.—Puss ’n Boots Cat-Food. 

We call it “Outside Inn!’’—Nationg! 
Gypsum Company. 

Catch this bouquet! — Italian Swi 
Colony Wines. 
She died of a broken part.—Sun Oil 

“IT sold it to an Arab at the Wal. 
dorf.”—McGraw-Hill. 

. 

What's so. startling about 
“world-revolution” ? This old earth 
has been making one every 24 hour 


since before recorded time. 
* 


Already, the Taft-Hartley Act s 
as popular as the Volstead Act. 


Buy-paths lead to the small towns. 
« 

More people are allergic to wort 

than to the wind-borne pollens. 
_ 

Cleanest rest-room | have seen 
a long time was at a Gulf station in 
Eatontown, N. J. The proprietor 
kept it locked to the general public 
and no traveler could have asked for 
more in antiseptic housekeeping. 

. 

“Of the 10 leading states, onl 
Missouri dropped in population; tt 
lost 8,414 residents.”—Time. Have 
you looked for them in the Distr 
of Columbia? 

a 

DSDT . .. it will give you a wam 
glow in a sleazy world. DSDT? I 
stands for Do Something Decent Te 
day. 

7. 

Personally, I don’t know whethe 
to laugh or cry when a huckster (10 
to be confused with an advertising 
man) offers a watermelon for $1.50. 
In my youth, a plump watermelon 
cost 15 or 20 cents. What's mort 
the huckster would “plug” it for ¥ 
to prove its ripeness. 

a 

Aside to Buxton, Incorporated, @ 
Springfield, Mass.: Thanks for sen¢ 
ing me three brass loops for my ne 
Key-tainer when only one was ms 
ing. 

7. 


Dick Dickson tells me about Fi 
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MEDIUM SELLS Whe. Sette, 


TN every merchandise field in which men do the 


buying — automotive, clothing, sports—you’ll find 
The Seattle Times carrying the advertising load, 
doing the job! Prove it to yourself: Check Media 
records any time. It will show The Times ’way 
out in front in lineage in all departments — both 
local and national. You can’t sell Seattle without 


The Times. You can sell Seattle with The Times! 
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FIRST in circulation ... FIRST in 
Advertising .. . FIRST in results 


Nae. 
— A __ ate aden re Seattle Progrees 


a Seaitle Times 
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Represented by O’MARA & ORMSBEE, Inc, 
NewYork »« Chicago e Detroit « LosAngeles « SanFrancisco 
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Prominent Users of Strathmore Lette 


SAULT STE. MARIE 


CHLBOTCAN 
SAGINAW 


£-" 


CHICAGO, CLEVELAND cath 
- TOUNC SFOW NE 


WHEELING 


ne 


*(mamiision 
BRISTOR 
nimgspoet 


JOWNSON CITY WINSTON-SALEM 
KWOXVILLE ° 


ASHEVILLE 
\ WENDERSOMVELLE 


b7 cwarTtamoosa \ 
WUMTSVIRLE 


BIRMINGHAM ~ 
wx 


a 
~~ 


Are you founding a 


REPUTATION 
in a new field? 


Twenty years ago, Capital Airlines (formerly PCA) pioneered 
a history-making flight of 127 miles with one sack of mail from 
Pittsburgh to Cleveland. That seat-of-the-pants flight established 
the first route of an air-carrier that now flies 100,000 passengers 
a month over a 4,000-mile network with clockwork precision. 


Dependable air transportation was the keynote of the young com- 
pany from the first. To express that quality to the traveling public, 
they chose a Strathmore Letterhead Paper and maintain it to this 
day. Such first impressions are important. If you, too, are found- 
ing a reputation for your firm, begin at once with a Strathmore 
letterhead that silently says, “We're in business to stay!” 
Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 
Thistlemark Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond. 


SERATH MORE ¢: 2: 


Strathmore Paper Company, West Springfield, Massachusetts 
22 


Lung, who had just opened a laun. 
dry on one corner. He gazed at the 
blazing signs of the establishments 
on the other three corners. Over the 
bakery was a sign: “We Neve 
Sleep.” Over the garage: “We Stay 
Open All Night.” Over the restay. 
rant: “We Never Close.” Ney 
morning over Fu Lung’s laundry , 
neat, hand-lettered sign appeared, |; 
read: ‘“\le Wake Too.” 


For the Rex Dining-Seat, whic 
fits on regular chairs to make kids 
table-high, I wrote this mail-orde 
headline: ““How to Raise Children 
... + inches every day.” It’s sturdil 
made of plywood and decorated with 
nursery-decals. Rubber runners keep 
it from skidding off the adult's chair 
and from marring it. If you'd like 
one for Junior, send check or money- 
order for + bucks to The Rex Co. 
Maple Glen, Pa. 


Toronto's © Noxzema’s — Marvin 
Shaw's son Jimmy doesn’t fool when 
he sloganeers. Frexample, this one 
for a vitamin-preparation: “Damn it 


| all, take Beminal!”’ 


Frank Jones, who does the “Put 
It This Way” department for the 
Sateve post, sent a tear-sheet of a de- 
partment-store ad containing _ this 
lovely locution: ‘Double-breasted 
misses’ coat.” They’re all double 
breasted as far as he has been able 
to discover, Frank says. 


DULUTH CHAMBER OF COMMERCE 
Dear Mr. Thompson: 

You've had hay-fever for 26 years and 
haven't done anything about it??? 


Probably it's our fault. We've been 
so busy getting 58 new industries in 19 
(to say nothing of plugging for the St 
Lawrence Waterway and more thai 
$100,000,000° in initial low-grade ort 
beneficiation outlays) that we've neglected 
starting one new business which will 
help you. 


For people like you who are too buy 
to join the Summer migration of hay 
fever sufferers to the Head-of-the-Lakes 
we should bottle that air-conditioned, pol 
len-free, 71-degree-average Duluth Sum 
mer atmosphere and market it. I'll se 
that you get the first bottle. 

Sincerely, 
Emery Hoenshell 
Industrial Director 


— 

Jim Gallagher, V.P. ot Philadel- 
phia’s new Dee agency, says slump 
ing liquor-sales may inspire a Men 
of Extinction series. 

. 


Slogan for a savings-bank: “A 


| thought for your pennies. 
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xt Advertisers and agencies who use our free premium 
rt planning service know that our first concentration is on 
the objective, the advertising campaign and the mer- 
| Hl E chandising plan. 
~ PRE M | | M Then—our meticulous method of ‘Rating the Premium” 
e ° ° ° - ° ° 
- insures the selection, or creation, of the premium which 
i tOM F \ is most nearly the ideal for that particular situation. 
ith - 
<p All of this is free to those seriously interested in a mass 
alr ° ° ° ° > 
ke i [; (} \ | premium promotion. It is a comprehensive service, ren- 
cy dered by seasoned merchandisers. 
A, 
We do not sell premiums. 
a We gamble on selling the service of mailing the pre- 


ven miums. It’s a good gamble, too, because the whole pro- 


gram is focused on creating a mass of premium mail. 


The advertiser who puts the greatest effort into his prep- | 


Dut aration is least likely to take chances with anything less | 
the than the most experienced, most reliable and most re- 

es sponsible mailing service that he can buy. 

“4 But start early. It takes time to evolve a sound premium 

ble plan. Call Donnelley just as soon as you get the idea that 


somewhere,somehow, sometimeyou might use a premium. 


THE REUBEN HH. DONNELLEY CORPORATION 


350 EAST 22nd STREET 305 EAST 45th STREET 727 VENICE BOULEVARD 
CHICAGO 16, ILLINOIS NEW YORK 17, N. Y. LOS ANGELES 15, CALIF. 
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YOU’RE TAKING 4 
IN A MAGAZINE 


RCULATION 


98% 2 179% 138% « 180% 


CIRCULATION COVERAGE CIRCULATION COVERAGE 
in any size city or town. in all places over 
1,000 population. 


To 18 million families living in Metropolitan 
Markets—242 counties under the influence of 
cities over 50,000 population. 


To 6-7/100 million families living in places 
over 1,000 population, beyond the influence of 
Metropolitan Markets. 


GRIT’. the on/y national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing 1 


mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up this 
12% of your national, non-farm market—the True Small Town Market. 


% T (SMALL TOWN OR SUBURBAN TOWN) 

o @ GIVES YOU THE ANSWER 

e Two of America’s leading advertising agency marketing-meo 
asked for it. 


Department of Commerce officials approved the method. 


American Marketing Association meetings in New York, Chicago, 
and Philadelphia acclaimed it as a great contribution to the 
advertising-marketing problem. 


A GRIT Representative will see that you get a copy for the 
asking. It’s a story which fits into your selling-plans now! 


a 4 
112% SALES-HANDICAP 


j Ladies’ H. J., Woman’s H. C., McCall’s, ( 
ST L I K fr T 4 H S * Good Hskpg., True Story, Life, Sateve- 
= ( post, Collier’s, Time, Liberty, Amer. j 


Wkly., and This Week 


OVERAGE Yo 
\s THE © U ARE 
1 THIS Gér 


3-3/10 million 
families beyond the 
influence of Metropoli- 

tan Markets, in places 


CIRCULATION COVERAGE 


in True Small Towns under 1,000 population, 
where 1 out of 8 of your prospects lives. 


under 1,000 population. 


1 out of 8 of your poten- 


tial customers lives here. 


; GRIT WILL INCREASE YOUR 
COVERAGE ON SUCH A LIST BY 18% 
AT AN INCREASED COST OF ONLY 1'2% 


n 

. GRIT PUBLISHING CO., WILLIAMSPORT 3,PA 

€ 

Ne Small Town America’s Greatest Family Weekly with over 600,000 circulation 


GRIT is the most truly national of all Small Town publications 


; = “ill 
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Assure maximum two-way effectiveness 
with ILLUSTRAVOX sound slidefilm training 


MPLOYEE training is faster, easier, more graphic, 
E and more convincing when you use Illustravox 
sound slidefilm equipment. Dramatic pictures and 
spoken words command interest — focus full attention 


on your training story. 


@ Field-proven in all types of sales and production train- 
ing, in peacetime and war, Illustravox two-way training 
is the one best way — the most effective, the least expensive. 
Trainees learn as much as 55% faster, and remember up 
to 70% longer when trained the Illustravox way. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mawOX compPANY - FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


@ © Over 80% of all sound slidetilm equipment now in 
use is Illustravox. Inexpensive in initial cost and upkeep, 
too, Illustravox training proves its merit immediately in 
better trained personnel, in turn creating better business 
for you. Place your order today. The Magnavox Company, 
Illustravox Division, Dept.SM-10, Fort Wayne 4, Ind. 
7 . + 

Where To Buy IIlustravox. You can obtain Illustravox 
equipment through leading commercial film studios and at 
better photographic supply, and camera stores. Ask for a 
demonstration today! 


Your story is HEARD 


Your story is SEEN 
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ere’s no magic in mere numbers | 


No strings of test-tube pearls can match the thrill 
of the real thing. And it’s like that, too, with 
readers of home product advertising. You'll add 
far greater luster to your sales with a single, 
ardent, full-time homemaker than any number of 
delicatessen-diners, career girls or elderly ladies 
with lorgnettes. 


That’s why more and more shrewd advertisers 
of household goods are telling their story every 
month in the pages of The American Home. Its 
audience of 2,500,000-plus is handpicked by 
the exclusive nature of the editorial makeup. 
American Home is 99.9% pure homemaking 
magazine.“ It concentrates wholly on building, 
home furnishings, food, gardening, hobbies, 


FOR HOMEMAKERS ONLY... 


child care, health—just as its advertisers do! 

So, of course, the only people who buy 
American Home are those with home on their 
minds. They’re folks with three meals a day to 
get. Porches to build. Families to raise. Lino- 
leum and refrigerators to choose. And while they 
read American Home pages, they re actively 
home-product shopping. 

Can you picture a better group to talk to about 
your product than these active, responsive 
American Home-makers? Or a better time— 
when theyre in a home-thinking, home-planning, 
home-buying mood? 

This reader magic has meant sales magic for 
others. It can for you too. 


*0.1°) editorial linage on Beauty & Grooming. 


Lloyd Hall Editorial Analysis, Jan.-dug. 1947, 


“AMERICAN 


HOME 


> More than 2,500,000 families with a consuming interest in the home 4 
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“Those Wedding Bells 
Are Ringing Again” 
for the 


Premiere of 


“SECOND 
HONEYMOON” 


WAAT 


MONDAY, 
SEPTEMBER 22, 1947 


(and every Monday 
through Friday thereafter 
from 10:30 to 11:00 a.m.) 


“SECOND 
HONEYMOON” 


CHARLES KING 
RADIO PRODUCTION 


sponsored by 


L. BAMBERGER 
& COMPANY 


NEWARK, N. J. 


“One of America’s 
Great Stores” 


New Jersey's I Station 


KAT 


NEWARK NEW JERSEY 


} 


| 


DULLETIN BOA 


FTC Rulings 


Is it possible to avoid or defer 
publication of FTC cease and 
desist orders? 


The Commission’s policy is to re- 
lease for publication immediately any 
order to cease and desist misrepre- 
senting a product on the grounds the 
public has a right to know about it. 
Recently FTC strongly reaffirmed 
this policy by denying a motion by 
Decker Product Co., Pelham, N. Y.., 
to withhold for a period a press re- 
lease about their “gasoline-saving de- 
vice.’ The company maintained the 
release might “interfere with their 
negotiation of license and sales con- 
tracts’ and that their patent rights 
had not been fully determined. FTC 
had issued its original order when 
a Bureau of Standards test indicated 
that the device “does not improve 
the performance of an engine in any 
way,” as claimed. 


Veteran Loans 
How long will G.I. Bill loans 


likely be a factor as business 
aids? 


Loan benefits will remain available 
to veterans through July 24, 1957, 
and they probably will be a consid- 
erable factor in business for several 
years, since only one veteran in 14 has 
exercised his loan rights so far. 

Veterans Administration estimates 
that ex-servicemen have borrowed 
five and a quarter billion dollars 
under the G.I. Bill. (V.A. can guar- 
antee 50% of a loan up to $4,000.) 
At the latest tabulation, some 831,- 
000 loans or about 85% had been 
used to buy homes, 33,000 to buy 
farms, and 73,000 for business pur- 
poses. 


Installment Buying 
What will be the effect of the 


October 1 removal of restric- 
tions on part-payment sales? 


Installment buying, even under 
Government restriction, has steadily 
increased. Federal Reserve Board 
states that it is now almost half as 
much again as a year ago. 


Installment loans outstanding in 
creased 2% to $3,029,000,000 during 
August and were 48% higher than ; 
year earlier. 

Installment sales credit is still be. 
low record levels. Installment sal 
credit increased nearly 3% in Av. 
gust on general items and 5% on 
automobile sales. 

When Government restrictions are 
let down, installment sales are ey. 
pected to go far ahead of pre-wa 
amounts on merchandise that is in 
ample supply, but merchants are un- 
likely to lower restrictions on hard- 
to-get merchandise. 


Agricultural Income 


Are all farmers better off this 
year? 


Agriculture Department officials 
believe that national farm income 
this year will reach $29,500,000,000. 
Last year it was $24,500,000,000. 
In 1940, it was only $11,000,000- 
000. 

The 1946 “cash receipts” repre 
sented an increase of 208% over the 
pre-war 1935-39 average. Assets at 
the first of the year were figured t 
be $111,209,000,000 which was mort 
than double the value in 1940. 

Despite the record take last year 
farmers went further into debt. The 
total of crop loans increased from 
$3,119,000,000 to $3,524,000,00 
and mortgages on farms climbed t 
a year-end total of $4,890,000, 000. 
Federal Reserve System reported tha 
insured commercial banks had $2- 
200,000,000 outstanding in mort 
gages and short-term farm produc: 
tion loans as of June 30. 

However, figures taken togethe 
show that farm income has zoomed 
farmers’ net worth has about doubled 
and indebtedness based on current 
valuations has gone down a fifth. 

In general, the Great Plains areé 
has shown the greatest advance, due 
to meat and wheat, The Cotton Belt 
has not done quite so well, but _!# 
above previous years, and New Eng: 
land farmers have fared the poores 

In addition, the intake has beet 
disproportionate to various classes © 
farmers. Three-fourths of the tot# 
farm income will go to the top om 
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Meat prices...not all gravy! 


Livestock lives largely on grain 


feeds, sells at somewhere near the cost of 


raising... Feed shortage means meat 
thortage, since farmers won't mature 
more animals than they can reasonably 
feed... . And shortage plus the high 


consumer buying power make meat high. 


Consider the producers’ problem. . . 
Meat demand is strong, per capita 
consumption 20 lbs. over U. S. pre- 
War average, but... Poor prospects 
pushed corn to $2.65 bu., historic 
ceiling. All grains are high, sustained 
by world market and government 
buying. High feed and meat prices 
inflate all others, and the producers’ 


15, 1947 


costs... make livestock production 
highly speculative. 

So farmers must buy the feeders 
more cautiously, conserve feeds and 
find cheaper substitutes, use more 
pasture crops... Every advertising 
man can get a better understanding 
of the business of farming by reading 
‘**Meat Producers’ Pinch” in October 
issue, SUCCESSFUL FARMING, page 21. 

Chic Contours '47 
... The Cornish, well- 
meated, broad-breasted, 
but slow growing, low 
hatching, has been 
crossed with other 
breeds, and won most 


awards in the last two years, at the 


$5,000 A&P Chicken of Tomorrow 
Contest .. . ““More Meat On These 
Chickens”’, page 148. 


Fiying Farm 
Family... The Rob 
Giltners, Eminence. 
Ky.; 
pilots and the Mrs. 


accredited 


a student flyer... 
covered 700 miles in 
two planes and won 
third yearly award 
given by SF, at the 
Flying Farmers’ Nat’l Convention, 
Stillwater, Okla. “Kentucky Giltners 
Receive SF Flying Award”’, page 14. 
\\y Corn land, 

. \ YH > $12 per acre!... 
ea | // Henry Hamilton, 
’ ) Saline County, 


dat 


~ Mo.had 113 acres 
of rich bottom 
land thick with dogwood, matted 
growths; cleared it with a crawler type 
tractor and bulldozer at equipment 
cost of $12 an acre. “Clearing Land’s 
A Pushover™, page 23. 

Most Missed Market... ave the 
nation’s best farm families in the 15 
Heart States 
national magazines and networks... 


lightly covered by 


potently penetrated only by SUCCESSFUL 
FARMING...with more than 1,200,000 
circulation among farmers with richest 
soul, largest yields, and greatest property 
investments, average gross income (° 46 
without govt payments) of $7,860, 
$3,252 above U.S. farm average. 
Savings of six peak years, record 
cash in check books, and vast piled 
. make the SF readers 


today’s best class market . . 


up demands. . 
. Without 
which no national advertising is really 
national! Data and details, any oftice 
... SUCCESSFUL FARMING, Des Moines, 
... New York, Chicago, Cleveland, 


Detroit, Atlanta ...San Francisco, 


Los Angeles. 
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How to avoid tripping over deadlines 


\~ —_ 


When time grows short, rely on the speed of Air Express to 
meet closing dates. This super-speedy, convenient service cuts 
delivery time down to hours. Many engravers, art studios 
and printers use Air Express as a matter of routine. This way 
they take full advantage of all the time available. 

Air Express goes on every flight of all Scheduled Airlines. 
That means speeds up to 5 miles a minute for your shipments 
and around-the-clock schedules for better, faster service. To 
speed up jobs and meet your deadlines, use the speed of Air 
Express regularly. 


Specify Air Express-its Good Business 


eLow rates—special pick-up and delive ‘ry in principal U.S. towns 
and cities at no extra cost. 

®Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22.000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express 
Agency, for fast shipping action . .. Write today for Schedule of 
Domestic and International Rates. Address Air Express. 230 Park 
Avenue, New York 17. Or ask for it at any Airline or Railway 
Express Office. Air Express Division, Railway Express Agency, 
representing the Scheduled Airlines of the United States. 


RESS 


Fastest delivery—at low rates 
Presentations (24 lbs.) in San Fran- 
cisco were needed in Seattle fast. 
Picked up 5:30 A.M. on 14th. delivered 
2 P.M. the same day. 687 miles, Air 
Express charge only $5.16! Other 


weight-. any distance, similarly 


inexpensive and /ast. 


GETS THERE FIRST- — 


third of the Nation’s- farmers 
for the most part, big, mechanized 
“factory farms.” The bottom third 
of the farmers will get less than 5%, 
Translated by Government men, 
this means that the two million top 
farmers will average more than 
$11,000 each, but the two million 
farmers at the bottom of the scale 
will gross as little as S700 each, 


Family Debts 


Is the personal savings picture 
as bad as it is generally painted? 


It was already getting bad before 
the various rounds of 1947 price in- 
creases took effect. A Federal Re 
serve Board study showed that only 
65% of American families saved 
money during 1946, while 27% used 
up past savings and went into debt. 
Of the Nation’s 46,300,000 family 
units, FSB said, 12,500,000 spent 
more than they earned during the 
year. Seven per cent broke even, 
More than half the total savings were 
accumulated by one-tenth of the pee 
ple with incomes of $5,000 or more 
a year. ‘Those going in debt were 
chiefly families with incomes below 
$2,000. 


Future Deflation 


What is government thinking 
about a possible deprecsion? 


Now the Department of <Agricul- 
ture gives its views on the danger of 
a depression. Don’t worry, it says 
in effect, if a depression were to fol- 
low the present price climb, it would 
be short in duration and be followed 
by rapid recovery to higher economic 
levels than before the war. 

National income, it points out, has 
reached a new high otf a 
000,000. Even though a large part 
of this was absorbed by higher prices 
a goodly amount (not specified) wa 
salted away and would be brought 
out to stave off a depression 

Current savings by individuals 
companies and local governments ar 
too large and the demand tor goods 
and services too great to pe! rmit an 
prolongation of a depression. 

The Labor De partment reports 
that the weekly earnings of the aver 
age factory worker have more than 
doubled in eight years. July earning 
average $49.03. Eight years ag? 
just before war broke out in ret 
the same workers averaged $23. 
However, the Department admite 
that workers were still not so w@ 
off in “real earnings’ as they wet 
from 1942 through 1945, because # 
the steady increase in prices. 
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TIME TO SEND REPRESENTATIVE. 
LAST CALL WAS MADE 
4 WEEKS AGO 


TS a fact! At M. J. Whittall Associates, 
Inc., of Worcester, Mass. where Anglo- 
Persian Rugs are manufactured, every 


phase of sales control is indicated by Signals 


in their Kardex System. 


The “Fact-Power” of Kardex, plus “The 
Chart That Thinks”, enables Vice-President 
M. J. Whittall IL to sell Whittall Rugs and 
Carpets selectively and profitably. By simply 
glancing at the Graph-A-Matic signals on 
the visible margin of the Kardex slide, Mr. 
Whittall gets an instant picture of each ac- 
count. The facts stand out —facts which reveal 
(uotas, sales, orders and shipments. Customer 
°y Customer, he can tell which accounts are 
behind quota; which are owed shipments; 
Which have not placed recent orders. 


And the Kardex control doesn't stop at 
the customer level. The Graph-A-Matic sig- 
nals Point out salient facts with regard to 
salesmen performanc é— pointing out the men 
WhO are doing a constructive, consistent job 
4S Well as those who are falling behind and 
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| SIGNALS FLASH THE SALES FACTS 
AT M. J. WHITTALL ASSOCIATES, INC. 


need supervision. With this information at 
his fingertips, he wastes no time digging 
among innumerable, incomplete and unor- 
ganized records. Acting on facts, he can 
strategically direct sales campaigns towards 


profitable ends. 


In addition to saving time and effort, 
Kardex Visible Sales Control will also cut 
the need for clerical help to a minimum. The 
“Chart That Thinks” automatically com- 
putes percentages of sales to quota and per- 
centage of shipments to quota, simply by 
setting the Graph-A-Matic Control signals 
over the dollar values of sales orders and 
shipment to date w hen each posting is made. 
Tedious arithmetic, the need for extra clerks 
and time lost checking through record files 
for information are eliminated. 


The principles of this sales control system 
can be applied advantageously to your busi- 
ness. Why not write today for more detailed 
information? Systems Division, Remington 
Rand, 315 Fourth Avenue, N.Y. 10, N.Y. 


EXCEEDING ANNUAL 


QvoTa COMPARED WITH 


LAST YEAR'S 5 iGuRres 


Sales of Whittall Anglo-Persian Rugs, such as 
the one illustrated above, are controlled by this 
Kardex system. 


Reminglon Rand 
THE FIRST NAME IN BUSINESS SYSTEMS 
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says you can't leave your chau 


The mailman’s whistle as he brings thos 
brightly worded notes from your fnends 


The “poor dear” of your wife when you say 
That leg sure burts today.” 


The polite murmur of your casual acquaint 
ances when u say, “... I'd just stepped 


Some of it helps. Some of it doesn’t 


But there's one kind of sympathy that's al 
ways helpful and alw.ys sounds good 


ndly rustle of those checks from 
ny to reunburse you for 


It is the pleasant clink of coins as you pay + 
the druggust hus due. | 

We we he . ‘ - | 
It is the appetizing sizzle of chicken on the 
stove —paid for with that weekly indemnity i = | 
check 


Yes, sympathy is grand. It's a 
need it But when we have an aceider 


Convecticut “ r Sort ut aod tk ae 
t Pe "on We 1 —s - 
E THINK SO, Young & Rubicam. The one at the right was 


ach vear, we find, a number of good ideas created by The Travelers’ advertising depart- 


originate with our clients. Ideas on copy, art, mem. 
research, radio, and all other phases of the We make it a point to keep our ears open and 
business. our minds receptive to our clients’ ideas. 

For instance, take our client, The Travelers Not just because it makes the clients happy, 
Insurance Companies. but because it makes the advertising more 


effect 1 ve. 


Shown above are two of the best-liked, best- 


read Travelers advertisements among the hun- And, after all, making advertising more 
dreds that have appeared since Y&R has had _ effective is what we're paid for. 
the account. P.S. When we think the client has a bum idea, 


The advertisement at the left was created by _ we tell him so. Politely. 


YOUNG & RUBICAM, INC. Advertising 


New York Chicago Detroit 


San Francisco Hollywood 


Toronto Mexico City London 
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Montreal 


UCT 


He says it’s nice, but we should have 
seen his IOWA territory! 


lowa is a heaven-on-earth for salesmen, a state- ‘THE DES MOINES 


wide market ranking with the first 20 cities in 
America. That’s the way to look at it, too—as a REGISTER AND TRIBUNE 
city—because the Des Moines Sunday Register —-. 

brings you the whole state in one convenient pack- | cin ASE 

age! Yes, this unique newspaper covers 67% of fa : 
sales-rich Iowa for a milline rate of only $1.66. 


ABC Circulation March 31, 19473 


Daily 365,559—Sunday 480,803 a 
PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 
EMENBPCTOBER 15, 1947 
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| The same level of thinking the same know- 
how and get-it-done—the same awareness of 
what is going on in the world—are found today 
in the minds of outstanding people from coast 
to coast, in cities and towns of every size. 

One unfailing guide to people of this calibre 
is their readership of news magazines. 

More than a million of all the families who 
take news magazines depend on Pathfinder 
today for sane, salty, human reports of the 
news. Pathfinder’s circulation has more than 
doubled in two years. 

Pathfinder is a direct approach to such 
people in the important Main Street towns 

the trading centers for some of America’s 


OVER 1,000,000 ALERT, NEWSMINDED 
FAMILIES READ PATHFINDER TODAY 


FARM JOURNAL, INC., 
also publishers of FARM JOURNAL 

— BIGGEST in the country 
GRAHAM PATTERSON, President 


They're Alike 


WHETHER THEY LOOK OUT FROM 
THE SECOND STORY ...OR THE FIFTY-SECOND 


richest communities where more than half the 
nation’s retail buying power is found. 

Yourown dealers and distributors will verify, 
as many others have done, that Pathfinder 
readers are the worthwhile people in these 
important townspeople who are outstand- 
ing in home ownership, income, and com- 
munity activities. 

To tell your story to top-level people right 
across America, you'll want to tell it to 
Pathfinder’s million families. For full particu- 
lars just phone or drop us a line, at Washington 
Square, Philadelphia—or at our offices in New 
York, Chicago, Detroit, Cleveland, or Los 
Angeles. 
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WHAT HAS HAPPENED TO SELLING? 


lf you are wondering what will happen when all of 
the pipelines of industry are filled up, then you must go 
gut, as I have done, and make a personal shopping tour 
) for some still-scarce article. Probably you will no more 
believe the story | am about to tell than 1 would have 
believed it if I had heard it from someone else, although 
vou have my word for it that it’s the plain unvarnished 
truth. 


It all started because our housekeeper had a beautiful 
alibi for late breakfasts: She had no alarm clock. Of 
-ourse the finger was put on me to provide one. 


Now I happen to know a bit more about alarm clocks 
than the average person, since before going into publish- 
ng I used to sell Ingersoll watches. That experience 
taught me that there are a number of good brands, but 
for some reason or another—probably a combination of 
past experience and the effect of good and consistent ad- 
vertising—I decided that the clock for her was a West- 

clox Baby Ben. 


So, filled with hope and determination, I started on 
my search. Now, will you believe this: After visits to 
17 New York stores, I not only do not have a Baby Ben, 
but in none of these stores did a salesperson or the boss 
make any attempt to sell me another brand or model, 
although every store had clocks in stock! 


Ricnnhaes 


Are we soft? Oh boy—we have all the fierce determi- 
nation of soft jelly! 


After the first six non-successful attempts to get-a 
Baby Ben, it became a game: I decided to try thought 
transference to induce a salesperson to suggest another 
brand or model. I hung around making conversation 
ater being told, “Sorry, sir, we don’t have any.” 


I would say, “Aren’t the companies making any ordi- 
nary alarm clocks any more?” Or, “Are you just out 
temporarily or haven’t they turned out any since the 
war?” Or, “Have you any suggestions?” 


No dice. The nearest any salesperson came to making 
}a sales talk was this: “Why don’t you come in again in 
* couple of weeks and maybe we will have an _allot- 
ment,” 


The same store had some Big Ben’s, Waterbury’s and 
New Haven’s, and many electric clocks, but no attempt 
was made to call my attention to them. That happened 
to be a big department store. But there weren't any 
“ilterences as to type of store. I tried two stationery 
“ores, 3 Jewelry stores, 4 department stores, and 6 drug 
‘ores. Actually, there were 18 calls. The other was in 
‘ Liggett branch where, without help from a salesperson, 
found the counter where clocks were kept. But no 
ag came over to help me, aithough three of them 
“pre “ peoing at another counter! I caught the eye 
ated ut e stared right back without starting over to 
The could sell me something, and I walked out. 


OCTOBER 5, 
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SIGNIFICANT TRENDS 


As seen by an editor of SALES MANAGEMENT for the fortnight ending October 15, 1947 


‘Try the same stunt yourself. It will discourage you 
about the future buyers’ market; but when you realize 
how serious the situation is going to be, perhaps you 
can figure out a training and inspiration plan, to be oper- 
ated through your salesmen and by promotion, so that 
your product will get at least a Jittle selling from floor 
salespeople. 


But don’t expect too much intelligent selling until 
retailers find the hard way that the only way to ring 
the cash register is to SELL. 


PRICE MAINTENANCE ATTACKED 


As predicted in this department, the boney finger of 
Uncle Sam is being pointed at Fair Trade Practices laws 
in 45 of the states, charging that they “enhance and 
maintain” high living costs. The President’s Council of 
Economic Advisors will say that they legalize practices 
otherwise illegal under the Sherman Antitrust Act. 


As SM readers know, the Miller-Tydings law author- 
ized states to pass their own laws fixing minimum resale 
prices for trade-mark goods sold in interstate commerce. 


It amends the Federal ‘Trade Commission by Act 
providing that such contracts are not unfair competition. 
President Roosevelt signed the law with “considerable 
reluctance” in 1937. 


U.S. FOREIGN TRADE 


| \ | MILLIONS OF DOLLARS 


/ PER MONTH 


MERCHANDISE 


1260 


| EXCESS 
EXPORTS ve 


JAN.-JUNE 
GRAPHIC BY PICK-S, WR. Y. 


THERE IS FEAR—but perhaps excessive fear—about a com- 
ing decline in exports. These figures put exports in their 
proper relation to the national economy: A decline of 79% 
in foreign buying would be equivalent to a decline of 5% 
in domestic consumer expenditures for goods and services. 
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In 1941 the Temporary National Economic Committee 
urged repeal of the law on the ground that “it tends to 
undermine the basic tenets of a competitive economy and 
introduces rigidities into the pricing of certain goods 
which restrain trade.” In 1945 the FTC charged that 
the net result of fair trade laws is enhancement and 
maintenance of high living costs. 


Against this we have unofficial testimony from one of 
the high officials in the Bureau of Labor who is charged 
with preparing cost of living indexes. This official points 
out that the smallest increases since 1939 have been made 
on trade-marked finished products, while the highest in- 
creases have come in connection with raw materials such 
as products of farms, mines, fisheries, and forests. 


It seems to be true that there is less variation in prices 
from deflation to inflation in the case of price main- 
tained finished products, but, as pointed out in an SM 
editorial on September 1, the public—and many Govern- 
ment officials—have not been properly informed. 


WILL CO-OPS FORGE AHEAD? 


There is a very interesting—and perhaps significant— 
trend going on right now. As a result of high prices, 
especially of food products, many labor unions are going 
into the retail business in order to make savings for their 
members. Starting with the U.A.W. locals in Detroit, 
many labor organizations now are buying from farmers 
and processors in carload lots and selling to union mem- 
bers only. At the moment, this results in substantial 
savings to union members. The claim is made that on all 


TOTAL 


CONSUMER CREDIT 


“AT END OF 10.9 BILLION 


MONTH 


DEC. AUG.(V J) JUNE 


1941 1945 1946 


SOURCE: FEDERAL RESERVE BOARD 


GRAPHIC BY PICK-S, WM. Yi 


LIFTING OF GOVERNMENT credit controls on November 

Ist will result in some expansion of consumer credit, but may 

not provide any major stimulus to retail sales. Retailers are 

not likely to make changes in credit policy for scarce items 

of good-quality, and poor quality or high price will re- 
main obstacles to sales regardless of credit terms. 


types of food products averaged together, union member 
are now saving % on their grocery bills. 


Will the honeymoon continue? At the moment, men, 
bers of the unions work as salesmen without pay. Uniop 
halls are used as stores, with no increase in rent. 


Union members think that the move may be permanent 
but once they start charging legitimate expenses agains 
such a program, their present optimism may vanish, |i 
the plan is continued, they will have to rent space, hir 
salespeople for opening packages, selling merchandise, tp 
act as cashiers, etc., and their momentary big savings wil 
then fizzle out to practically nothing. Against this js th 
strong belief on the part of many labor executives thy 
union members can be sold on contributing their services 
and that this cooperative development is a new and ver 
effective method of creating union loyalty. The movemen 
should be watched. 


ADVERTISING CAN COST LESS 


Many manufacturers are paying a much higher wag 
rate than before the war but are producing at a lowe 
labor cost per unit of product as a result of the accom: 
plishments of their engineers. Schuyler Hopper, the New 
York advertising agent, believes that the cost of adver- 
tising, in terms of results, can likewise be lowered despite 
the fact that present rates for space and time are at all 
time highs and that the production costs in advertising 
have gone up to a new high level. Here are 11 sposf 
where Mr. Hopper believes that savings can be made: 

1. Lack of specific sales jobs for your advertising to do. 

2. Too little relation between advertising and other sale 
activities. 

3. Injudicious apportionment of the budget, product by prod 
uct and market by market. 

4. Spending less than enough to do what you want done (0 
more than enough to get profitable results). 

5. Starting too late. Stopping too soon. 

6. Incomplete information about buyers’ and users’ interests 
and needs. 

7. Unnecessary or irrelevant research. 


8. Wrong copy. Wrong media. Wrong market. Wrong 
product. 

9. Failure to follow up inquiries—and follow up and follor 
up. 


10. Triumph of personal preferences (or prejudices) ov 
clear-cut advertising requirements. 
11. Striving for “cleverness” at the cost of clarity. 


THINGS YOU SHOULD SEND FOR 


The Committee on Consumer Relations in Advertising J 
Inc., 420 Lexington Avenue, New York, has releas 
Part IV of its “Consumer-Buyer and Distribution” serits 
this one dealing with the use of consumer credit. 
is well worth reading if your goods are sold on any ty? 
of time payment plan. Send 25c for single copies or Ix 
when 10 or more are ordered. 


The new Copyright law, commonly called the Lanhat 
Act, is described in an informative booklet, “Highlight 
from the Lanham Act,” which may be obtained from th 
Advertising Department of Coca-Cola Company, Atlant 
Ga. 


A provocative, but soundly informative, pamphlet © 
industrial advertising has been prepared by the Res 
Advertising Agency, 221 West 57th Street, New York 
under the title, “When Will Industrial Advertis® 


Grow Up?” 
PHILIP SALISBUM! 
SALES MANAGEMEN 
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A Trillion to Go! 


gY PETER B. B. ANDREWS ©* Former Industrial Economic Advisor, War Production Board 


f we don't talk ourselves into a depression, U. S. industry 


in the next five years will produce a gross national product 
of a thousand million dollars. Advertising and promotion, 


as this economist sees it, will act as major motive forces. 


Advertisers have before them the 
greatest opportunity for increasing 
sales in the history of the Nation. 
Rarely has this opportunity been more 
clear-cut. Industry from here to the 
early 50s should reach a trillion dol- 
lars in gross national product. 

A Trillion to Go. Sounds strange, 
doesn’t it? That is a thousand billion 
and a hundred thousand million. We 
don't see that word trillion often. 
But the years 1947-52 should experi- 
ence a gross national product of a 
trillion — $1,000,000,000,000. —‘Per- 
haps there isn’t that much money in 
the world, but the turnover in 1947 
and years immediately ahead through 
1952 will produce, in the writer’s 
considered estimation, a minimum 
product value of $1,000,000,000,000. 

When before in the history of the 
Nation has it been possible to say of 


| any forthcoming five-year pe1iod— 


confidently at the beginning of that 
period—A Trillion to Go? Never— 
at least not with the confidence that 
is now possible. 

Thus, we know of the great un- 
abated demand for consumers’ dur- 
able goods. We know of the tre- 
mendous unfilled housing needs. We 
know of the large and rising expan- 
sion programs of industrial concerns. 
Even the modernization of _ retail 
stores alone is expected to take $3,- 
0,000,000 in the next three years. 

I'he vast, unprecedented base is 
there; it is not only ridiculous but 
costly folly, competitive-wise, to jug- 
gle advertising programs with the 
thought that a depression, a recession, 
a readjustment must first come before 
we knuckle down to those big adver- 
‘sing and promotion programs. Ac- 
tually, what will first come is the 
food of a trillion dollars in gross na- 
tional product before prosperity gen- 
erally will wane. 

Despite months of recession talk, 
the American economy has moved 
teadily on, and for the first time in 
its history is proving 60,000,000 civil- 
an jobs. This level of employment 
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is a good measure of the entire level 
of activity throughout the economy. 
According to the most recent available 
figures, the Federal Reserve Board 
index of industrial production, income 
payments to individuals, steel ingot 
production, electric power production, 
and other well recognized indicators 
of business activity are at or near 
their peacetime highs. 

Along with this high level of em- 
ployment, we have achieved higher 
levels of income in the traditionally 
low-pay occupations. Present average 
weekly earnings in all manufacturing 
industries are equivalent to the war- 
time peak of such earnings—in spite 
of shorter work hours. Average hour- 
ly earnings in manufacturing have 
moved upward for over a year. 

Quite in contrast to any thought 
of a letdown, the writer makes the 
forecast that income and gross na- 
tional product by 1950 will be above 
any previous peak the Nation has 
seen. On the basis of these assump- 
tions, the gross national product could 
go to about $235,000,000,000 by 
1950, which would compare with 
$213,120,000,000 for the great year 


1945 and $125,294,000,000 for the 
pre-war year 1941. National income 
could reach approximately $207,000,- 
000,000 in 1950, compared with 
$182,.808,000,000 in 1945 and $103,- 
834,000,000 in 1941, while dispos- 
able income could attain $175,000,- 
000,000 in 1950, compared with 
$150,712,000,000 in 1945 and $92,- 
015,000,000 in 1941. 

Production, of course, depends on 
demand, the most important com- 
ponent of which is consumer demand. 
But consumer demand does not arise 
in a vacuum; it depends on the level 
and distribution of consumer income. 
Income is a monetary magnitude, 
however, and is dependent on the 
wage rates and prices in which it is 
expressed. It has been assumed for 
convenience that wage rates in 1950 
will be approximately 15% above 
their highs in May 1946. It has been 
further assumed that pre-war work- 
ing hours will prevail in 1950. To- 
gether, these assumptions imply a full 
employment wage and salary income 
of $130,000,000,000 by 1950, com- 
pared with $117,551,000,000 in 1945 
and $61,708,000,000 in 1941. Past 
relations between wage and _ salary 
payments and other forms of income 
provide estimates of the other com- 
ponents of national income. 

Typical of the vast anticipated 
market in consumers’ durable goods 
are the writer’s estimates (below) 
of likely output, 1947-50, compared 
with the output in pre-war years: 


Production of Consumers’ Durable Goods 
Projected 
Guess 
1947-50 
Annual 
1938 1939 1940 1941 1946 Average 
Automobiles 1,986,376 2,894,668 3,710,980 3,755,309 2,194,000 5,000,000 
Passenger & 
Motorcycle Tires, 
in millions — 49.9 51.0 50.4 54.4 61 Avg. 
Refrigerators 1,254,000 1,900,000 2,600,000 3,500,000 1,771,332 4,000,000 
Washing 
Machines 1,137,614 1,433,256 1,552,666 1,892,435 1,780,035 2,000,000 
—a 7,100,000 10,538,000 11,531,000 13,700,000 12,239,000 15,000,000 
ewing 
Machines —_ 457,198 577,572 805,610 283,888 850,000 
Vacuum 
Cleaners 1,262,612 1,396,640 1,699,194 2,053,510 1,872,000 2,500,000 
Gas Ranges — 1,502,301 1,959,299 1,765,200 2,000,000 
Electric 
Ranges 275,000 335,000 450,000 728,000 441,535 750,000 
Electric 
lrons 3,505,400 4,993,278 5,171,000 5,585,000 4,487,047 6,000,000 
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Strip Your 
Bushes 
Clean! 

BY ROY EASTMAN 


It was a wonderful berry year up in Vermont. 


One of my simple but soul-satisfying diversions was 
picking blackberries from the rampant briars that all 
but conceal the hundred yards or so of ancient stone 
fence along the roadside in front of our little cottage. 


There’s an art in picking blackberries as in every- 
thing else. It starts, | think, with clean picking. 


1 wonder if any-one ever picked berries—at least 
wild berries, in the fresh tangy air of New England 
mountains—without gathering some pretty sound phi- 
losophy along with the berries. I wonder if a lot of the 
homespun logic that one finds among the plain people 
of the back country wasn’t bred in berry patches. 


If I had a salesman to train I’d like to put a tin 


pail in his hands, or better still, fasten it to his b¢ 
and turn him loose in a Vermont berry patch. Th. 
from some well concealed cover I would watch hy 
he picked and I think I could tell pretty well wh, 
kind of a salesman he was likely to be. 


Perhaps he would learn some of the things | ¢; 
while picking berries along my stone fence. 


For the art of good berry picking and the art cf 
good salesmanship have much in common. 


To start with, I found that it pays to pick cleg 
That, in turn, means that you fill your pail with: 
covering too much territory. There was the temp: 
tion to wander over into Dewey Worden’s place acm 
the road where there were acres of berry bushes fro 
which one could pick and choose. I tried it one mom 
ing and then went back to my own front yard, wher 
I found that by dint of clean picking I could gath 
more berries and better berries in the same time. 


That was only one of the things. I found, too, the 
to get the biggest and best berries you have to g 
into the brambles. That means getting scratched y 
a bit, of course, but with a little patience one can pi 
a path into the more productive spots with a minim 
of scratches. 


The worst scratches, incidentally, come from thf 
old, dried-up, unproductive canes. They’re so mut 


The projected guesses assume 
availability of materials and com- 


She is a complex of wants, present 
and future, without any too fixed a 


label is a natural outgrowth ot t 
war period, when the country wa 


ponents plus industrial peace accom- 
panied by customary rising produc- 
tivity of labor and normal demand 
in ratio of consumer expenditures to 
income. One of the brightest consid- 
erations is that, to go with rising pro- 
duction, the American people have the 
wherewithal to buy the goods—not 
only as to current liquid assets but 
also as to current and anticipated 
salaries and wages. Present holdings 
of personal liquid assets, including 
currency, demand deposits, time de- 
posits and United States Government 
securities, are estimated by the writer 
to exceed $160,000,000,000, or not 
far trom four times the 1939 total. 

All the basic elements for business 
success are present: huge, unfilled 
wants, large production capacity, 
record-breaking civilian employment 
and record-high salaries and wages. 
‘The next great step is advertising— 
molding the consumer’s mind. Even 
though the typical consumer is aware 
that she will have future wants, she 
does not know in detail what these 
wants will be. From this point of 
view, she is largely a creature of habit, 
of impulse, of response to social back- 
ground, standards and whims of 
fashion, of reaction to advertising. 
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priority of desires, either in the pres- 
ent or in the future. 

In any event, the potential definite- 
ly is there. From the high spring- 
board, there’s A Trillion to Go. Pro- 
duction dips, consumption dips here 
and there must be ignored as ephe- 
meral, and national advertising cam- 
paigns maintained and increased for 
the greatest period of consumer busi- 
ness the world has even seen. 

Alert manufacturers will cash in on 
it. Importance of having a brand and 
advertising it cannot be over-empha- 
sized. Retailers everywhere report 
increasingly stiff consumer resistance 
to unknown brand merchandise. The 
outstanding example of this is in the 
small radio field, but there are hun- 
dreds of others. Nationally advertised 
aluminum, for example, is grabbed up 
tast, while housewives turn awa\ 
from pots and pans and_ pressure 
cookers without a well known name. 

Thus, the majority of people are 
insisting on nationally advertised 
brands no matter what the item may 
be. They know they can depend on 
the quality of nationally advertised 
merchandise because it will give them 
true value for their money. This need 
tor dependence on a familiar name or 


Hooded with inferior merchandise # 
John Q. Public came through it: 
pretty well banged and scarred. Tb 
rush to the brand wagon is on a 
steadily intensifying. 

Benefits for the store stocking» 
tional brands are many: natiow 
brands are more easily sold; t% 
require less promotion and less if 
training; their turnover is taster 
normal times, and they increase 0G 
prestige’ of the store. They also p’ 
vide comfort to the dealer in ti 
of low prices and narrow profit mé 
gins when the dealer realizes that ® 
manufacturer, not the store, sta! 
back of the product. 

Products built up by national mag 
zine advertising are legion. (at 
bells’ Soup, Kodak, Coca 
Jantzen, Cannon towels, Simm 
mattresses, Bissel Carpet Sweet 
Kleenex, Kotex, Bon Ami, Sq” 
Ralston, Parker Pen, Whitmé 
Candy, Chevrolet, Buick. For 
Chrysler, Arrow Shirts, Jergens » 
tion, Best Foods, Borden's. Vita 
are but a very few of the type 
successes built up through the pow 
of national magazine advertising 

Pepperell sheets are an example 
a product which measures up 
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like old, dried-up, unproductive people 


left to do is to scratch. 


Then I found that the nicest, plumpest, most luscious 
berries were those that grew in the shade, way under- 
neath, not on the surface, in places where the casual 
berry-picker would not be likely to look. 


Sometimes, when balanced precariously on the stone 
fence with berries still above my head I would see one 
that was particularly inviting just a bit beyond my 
reach. Would it pay to pick a new foothold just for 
that one berry? Your clean picker can only answer 
that question one way. That berry had to be picked. 
It reminded me of the promising prospect off the 
beaten track. More often than not when I reached 


all they have 


that one challenging berry I found a treasure trove | 


would not otherwise have uncovered. 


There are flies and bugs in the brambles, ever intent 
on impeding the process of berry-picking. Thus all the 


that it would not pay to go over the same territory 
the next day. There was my excuse again to go over 
onto Dewey’s place. But first I would take a look at 
my patch, if for no other reason than it was mine. 


elements of Nature seem to be in league to repel the 


intruder. The berry-picker’s rule must be, don’t mind 
the bugs. That is, don’t mind them any more than 
you have to! The more attention you give to the bugs 
the fewer berries you will pick. They’re so much like 


the in-adroit letter the salesman gets from the home 


office at the wrong time. 


Talk about your widow’s cruise—that berry patch 


was inexhaustible. 


Having picked my hundred yards of berry patch 


on Tuesday and picked it clean, I was of course certain 


Always, every day, enough berries had ripened over 
night to fulfil my quota of two pailsful. And always, 
every day, I would find new, heavily laden canes that 
I had overlooked the day before. 


Just like your territory! 


Ewing Galloway 
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standards which are accepted for true 
nationally branded merchandise _be- 
cause its whole business has been built 
up on a solid background of quality 
merchandise, strenuously advertised 
over a period of years. This adver- 
tising dates back to the introduction 
of the Lady Pepperell line in 1926, 
and has been one of the strong fea- 
tures of the name ever since. Pepper- 
dl’s advertising audience grows year 
by vear, and the cumulative value of 
the past two decades of powerful 
advertising messages in leading publi- 
cations has made the line one of the 
best known on the market today. 

Women, the home purchasing 
agents of the Nation, responsible for 
buying over 85% of the country’s 
consumer goods, were found in a re- 
cent survey by Brand Names Founda- 
tion to have a preference for products 
bearing a manufacturer’s brand to the 
extent of 84.2% of the entire 600 
Cross-section polled. 

n addition to the building and 
Promotional effect, the broad economic 
contributions of advertising are great. 

ithout advertising, traveling sales- 
men would have to do a great deal 
of the selling—and less efficiently and 
eflectively. There is no doubt that ad- 


Yertising increases the size of the 
Market "4.1 +1 : . 
arket any veretore brings about 
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higher national income, economies of 
production, lower costs with larger 
markets and larger output. 

Advertising, in the writer’s estima- 
tion, is lagging too much with an out- 
look so clearly good. In this connec- 
tion, the remarks of Don Francisco, 
vice-president of J. Walter ‘TThomp- 
son, are of considerable pertinence. 
Income of the people of the United 
States stands today at an all time 
high, an increase of 131% over 1940. 
Yet, last year’s total advertising vol- 
ume of $3,120,000,000 fell by nearly 
$2,000,000,000 below the ratio of 
3% of national income which adver- 
tising averaged between the two 
world wars. 

These figures would seem to indi- 
cate that our marketing machinery 
has not yet been stepped up to meet 
the buyers’ market—nor to tackle the 
increased load placed on it by our 
wartime increase in production facili- 
ties. Although distribution costs have 
gone up from 25% of the consumer’s 
dollar in 1870 to 59% in 1939, and 
probably were bound even higher, 
this is no time to fall for that old 
catch phrase ‘Distribution costs too 
much.” The important figure is not 
the ratio between production and dis- 
tribution costs but the total which 
the consumer must pay, distribution 


cost representing the advantages of 
mass production and sales. 

At all odds, this is no time to sit 
back and excuse weak promotional 
efforts by talk of “the inevitable re- 
The potential harvest was 
never more clearly bountiful. Any 
continuation of wartime selling leth- 
argy is sure to prove a deadly scourge. 
The powerful, barbaric forces of com- 
petition are there for the ambush of 
the unsuspecting. 

When competition is dormant, 
industry loses its grip, it loses its 
techniques of cost control, of mer- 
chandising, and of product develop- 
ment. ‘There is a tendency for sales 
organizations to deteriorate, and the 
seed is sown for later trouble and 
weakened morale. Competition is the 
keystone of our high living standard, 
and it is a better regulator of prices 
and quality than all the Government 
bureau regulations that human_ in- 
genuity can devise. 

The various parts merge into an 
impressive whole—we have the de- 
mand, the production capacity is 
there, the people have the money and 
strongly prefer branded goods. The 
answer obviously is: “Brand your 
product and advertise it— unceasing- 
ly, increasingly.” There’s A Trillion 
to Go. 


cession. 
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THE "YOU" APPROACH: (Brewery tank catalog, A. O. Smith Corp.) Directed solely to brewery prospects, this catalog 
opens with a page titled "Good taste brings customers back for your product"... leads into "Good engineering 
brings customers back to our product." Booklet bound on short side to achieve splashy layout. Three colors, liberal 


illustration. Includes “nuts and bolts” data, blueprints. Excellent example of promotion of engineering skill. 24 pages. 


Kitchens that make you say Oh!” “ 


At prices that make you say Ah! 


\ 


FOR KITCHEN PLANNERS: (Consumer booklet, 
Mullins Mfg. Corp.) Eighteen layout suggestions 
for all types of kitchen areas. Four colors, liber- 
ally illustrated. Suggests prospect consult with 
dealer to work out her own custom-layout with 
aid of miniature kitchen unit models furnished by 
the company as dealer sales aids. Twenty pages. 


What's New 
In Booklets 
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VERSATILE PLASTIC: (Plastics booklet, Tennessee Eastman Corp.) A revised editie 
of "Tenite" is essentially a primer for those interested in learning more about ™ 
product: what it is, how made, what are its uses. Uses are classified under such hee 
ings as “Automotive,” "Sporting Goods," "Tools," etc. Top-notch photos, 4-colt 
exploit dramatic colors in product. A "Summary of Tenite properties,” in engineer 
terms, is included for technicians, Covered with stiff paper laminated with Kodep* 
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WINGS OVER THE ATLANTIC: (Travel guide, Amer- 
ican Airlines) A fact-book for international rovers. 
Contains latest figures and facts about European 
conditions, discusses food and lodging facilities in 14 
countries, offers up-to-the-minute reports on local 
transportation, customs regulations, currency values. 
Sells "romance" of each area, the speed and comfort 
of overseas travel by plane. Good section: Tips for 
Transatlantic travelers on such subjects as passports, 
visas, luggage, clothing, gifts overseas friends will 
appreciate (soap, chocolate), advice to camera fans. 


Photographs by Guy Gillette 
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FOG-LIFTER: (Booklet for dealers and watch repairmen, Elgin National Watch 
Co.) “Let's clear up the confusion with facts" (about watch springs), says this 
Elgin educational mailer for dealers. Designed to explain Elgin's recently intro- 
duced "DuraPower Mainspring,” and to give dealers and repairmen scientific 
data on what causes watch spring failures. Done in question and answer form, 
with answers supplied by George G. Ensign, Elgin director of research. Sample 
questions: "A mainspring wound into a barrel is protected. How can it rust?” 


... "Does over-winding damage a mainspring?"... "What is corrosion fatigue?” 


PANEL OF EXPERTS: (Consumer booklet, Lightolier, Inc.) Booklet reproduces 
in color nine room settings designed by nine decorator-members of the American 
Institute of Decorators. Lightolier fixtures are shown against backgrounds rich in 
decorating ideas of interest to home makers. Advice on “how to light your home 
for extra comfort and added beauty." Distributed (25c) through national adver- 
tising, and through electrical dealers and contractors. Twenty pages, Bi, x II”. 
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GLAMOUR ... PHOOEY! ... Joe and Stephanie Koret, who 
began running up dresses in California in 1939 with a mere handful of 
helpers, still get a bang out of seeing their full-page advertisements in 
the posh publications. Nowadays they don’t even turn a hair at meeting 
a payroll for 2,000. Next to the Comstock Lode they'll take their own 
Koret of California. It’s just plain business, they say. Let he who will 
go off in a trail of glamour—they’ll continue to turn out attractive, 
wearable clothes for American women who want to look nice for the 
men in their lives. Stephanie, Joe’s little woman, is his chief designer. 
Not content with designing clothes, she’s a Decorating Bug and will do 
over a room whenever there’s a man to move the piano. Joe recognizes 
the look in her eyes and goes deep sea fishing, or teaches his Boxer a new 
trick. “I’ve trained that dog,” he groans, “to serve our cocktails, but he 
just can’t get the hang of mixing them dry enough!” Naturally, Joe 
bosses dogs and Stephanie moves pianos after hours. For a look-in 
on what they do so successfully during hours latch on to page 44. 
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PAPA TO PRINTED SACKS .... and who, asks E. H. Kieser— 
vice-president in charge of sales and advertising for Kasco Mills, Inc. 
—says that the feed business lacks imagination? The super-imagine 
tive Mr. K. insists that all you have to do in his line to get a winner 
is keep it different, and add glamour, yes— glamour. 
point is a long list of industry success stories. Number one on his 
Hit Parade was the introduction of Dresprint Sax material for feed 
bags . . . now accepted practice by practically every large feed man 
facturer in the country; early development of musical radio spo 
commercials; farm market promotions, including feed comic book: 
and card games; a Dress Pattern Department; match book sewing 
kits; full-length feature color movies with love interest backgroune 
etc. Then he got his hands on Kasco dry dog food—it's n0¥ 
among the top eight leaders. Kieser’s a working sales manage 


By Harry Woodward, Jr. 
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FROM LINGUISTICS TO LOGISTICS ... Drake American 
Corporation’s soldierly president, Colonel George L. Artamonoff, 
knows his way around the world. (DAC’s the new, three-million 
dollar international trading company which last month acquired con- 
trolling interest in the century-old Mark Cross Co., U.S. fine leather 
goods leader.) Although the Col. was born in Russia, he speaks 
clipped, expressive English, French, German, Spanish and Russian. 
And since he’s always spoken them indiscriminately, and with aban- 
don, each is favored with a soupcon of the other. But the business 
language the Col. speaks is International—nobody has any trouble 
understanding it. General Electric picked him off and sent him to 
Manila as an engineer as soon as Yale turned him loose. The Col. 
added another language there—the Tagalog dialect. Back in the 
U.S. in the early 30’s he went to work for Sears Roebuck; learned 
the biz the hard way as a Sears retail store manager in the Midwest, 
pulled Sears International out of the red, founded and headed Sears 
Roebuck of Cuba. In 1942 he went to War. His was the job of 
heading the Joint Re-armament Commission for the re-armament of 
French forces in N. Africa. Home again, he left Sears for RCA, 
was its Deputy Managing Director of the International Division. 


SAM WEISMAN'S DOOR... says, “Direct Factory Representative’— 


which doesn’t tell Sam’s story, by a jugful. Toys are his business . 
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than 3 million dollars a year-worth. Which makes Sam, a friendly, rotund man 
who speaks so soft you have to hug him to hear what he’s saying, one of the 
Big Boys in the toy world. Some 50 years ago Sam Weisman was born in 
Russia. When he was a kid he came to New York City’s Lower East Side. 
Even then he had the ambition, the love of his fellow man which characterizes 
the successful Sam of today. He spoke English badly but he was a good athlete. 
So he agreed to play on the losing teams if they’d coach him in English. He's 


still un-learning the words they taught him! In the trade Sam is known as 
“The Bankruptcy-Saver.”” When a toy manufacturer is about to go bust he sends 
an $.O.S. to Sam, who works his familiar miracle. When you’ve got Macy’s, 
W. T. Grant and Sears Roebuck as clients and a fund of merchandising and 
sales magic, miracles, says Sam, aren't hard to pull off. Sam’s Loves are America, 
selling, and kids. Each Christmas he gives away thousands of dollars worth of 
toys to kids—all colors, any religion—in Church schools and homes. And the 
kids don’t get shop-worn toys, either. Sometimes Big Heart spells Success.” 
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Sold: 50,000 Pieces of 
Ready-to-Wear in Seven Days 


BY ELSA GIDLOW 


A promotion that sells 50,000 
pieces of merchandise through 1,032 
retail stores in 48 states in seven days 
is worth studying, for it achieves the 
Sales Manager’s dream: not a loaded- 
up dealer but a total check-out of the 
promotion quota... and buyers ready 
for more. 

The campaign in question was 
staged by Koret of California, inter- 
estingly enough, when “buyers’ strike”’ 
was a cloud somewhat bigger than a 
man’s hand on the sales horizon and 
store buyers were set to talk back to 
manufacturers’ salesmen. It was done 
in an industry traditionally chary of 
long-range promotions. And it mer- 
chandised a national advertising cam- 
paign to dealers with a thoroughness 
unique in any business. What is 
more, the remarkable results in sales 
were obtained for an expenditure of 
only 4.6% of the dollar value of the 
nerchandise sold. Counting in its 
long-range cumulative value to the 


44 


firm, its executives see that figure as 
evaporating to the vanishing point. 

If there is a single factor respon- 
sible for the effectiveness of the pro- 
motion, Advertising Manager Ger- 
trude Smith and Publicity Director 
Al Citron, who planned and executed 
it, consider that factor to be timing. 
lhrough timing—co-ordination of all 
phases of the campaign from procure- 
ment through styling, production, ad- 
vertising planning, sales control, and 
local publicity in dealers’ territory— 
the company was able to get the last 
atom of value from the promotion 
and the national advertising in Life, 
around which it was built. An out- 
line of the promotion calendar from 
inception to sell-out of the merchan- 
dise will show the clockwork pre- 
cision developed by this firm—in a 
field where the whimsicalness of 
women has long been thought to pre- 
clude effective sales control. 

The big problem in the production 


Koret of California, with a tightly in 
tegrated campaign backed with ne 
tional and trade advertising, achieve} 
an unprecedented sell-out—and ata} 
cost of a mere 4.6%, of gross volume. 


AD\ 
(be 
then 
rials 


of mass-manufactured ready-to-wear 
styles is availability of fabrics in sult 
cient quantity. Buyers have becom 
re-order conscious once more. Eves 
though they may give a large initid 
order, if they are going to locally pw 
mote a given style in a fashionable 
fabric, they want to be able tor 
order if the style takes. Having & 
sured themselves of an adequate sup 
ply of corduroy, Koret planned is 
promotion of Companion Corduroy 
—-six items to the group. 

The planning commenced mot 
than a year in advance of the dat 
when the styles were to go on sat 
Here is a digest of the schedule tht 
was eventually worked out in 
office of Director of Sales Ray # 
mus, consulting with Advertisif 
Manager Smith and Publicity Dut 
tor Citron: 

August, 1946 — Executives @ 
Koret of California met with thet 
advertising agency (Abbot Kimball) 
to plan the firm’s first mass publice 
tion advertising and promotion. 
date was set for August, 1947,# 
which time Koret executives antt 
pated that business would be 
to “normal” and retailers ready ® 
tie in with manufacture-pla 
drives. 

August, 1946 to April, 1941- 


‘Time charts were drawn, echedulit 
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ADVERTISING AT WORK: Trade advertising (sample on facing page), counter cards 
(below), even the order blanks for this promotion, carried the “Advertised in Life" 


theme. “Packages” for dealers supplied advertising reprints, window ideas and mate- 


rials, and tie-in mats, to enable them to do an intensive job, and one of perfect timing. 


ADVERTISED IN 


| F ER ..- news of famous products 
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styling, production, selling, advertis- 
ing-promotion activities into one co- 
ordinated program. Life was chosen 
tor the first mass medium in which 
to advertise. One style, a high-fash- 
ion three-quarter length coat, was 
also scheduled for August advertising 
in Vogue. 

April, 1947—Koret of California 
sent presentations to their 50 sales 
representatives in the field, outlining: 

(a) Why Life was chosen; the pro- 
gram in Life; the magazine as a mer- 
chandising influence. 

(b) The merchandise—Companion 
Corduroys—as a_ timely “back-to- 
school” group for August retail selling 
in the season’s most important fabric. 

(c) Selling instructions with photo- 
graphic presentation of the merchan- 
dise to assist the salesmen along with 
their sample merchandise. 

(d) How Koret of California was 
supporting its salesmen. This was 
done graphically with advance copies 
and samples of all promotional ma- 
terial to be supplied to the accounts. 


April, 1947—A teaser campaign 
to the trade commenced with adver- 
tising in Women’s Wear. This was 
done on a weekly basis through one- 
column front-page boxes and _ two- 
column, ten-inch advertisements in 
sportswear sections of newspapers. 

April 15, 1947—Sample merchan- 
dise went to sales representatives. All 
sample garments, style sheets, order 
blanks were marked “Advertised-in- 
Life’ promotion for complete identi- 
fication. Separate handling was estab- 
lished for promotion orders after they 
reached the house. Because of the 
wave of pessimism in the retail field 
at that time, dealers were in a cau- 
tious mood. They felt that April 
buying for July delivery was out of 
key with the changing times. Yet, 
because of the promotion planning, 
they did buy, having been sufficiently 
convinced that “top caliber merchan- 
dise at sensible prices” would sell the 
public if anything could. 

The promotion garments were 
Companion Corduroys, including: 

Jacket retailing at $13.00 

Skirt v 8.00 

Slacks . 9.00 

Pedal Pushers 9.00 

Dress : 15.00 

¥% length coat ” 25.00 

All of these were available in an 
alternate fabric, Waverly Flannel. 

May, 1947—The trade campaign 
was stepped up with a full-page ad- 
vertisement in Women’s Wear and 
California Stylist. These advertise- 
ments announced the promotion, illus- 
trated the merchandise and outlined 
the promotion package which would 
be available to the stores. 

May, 1947—At the same time na- 
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tional publicity planning got under 
way with editorial space won in the 
July issue of Vogue (full page) ; the 
August issue of Mademoiselle (half 
page) ; the August issue of the Cali- 
fornian (full. page). Business paper 
publicity appeared concurrently with 
business paper advertising. 

June 20, 1947—Merchandise was 
removed from sale. Dealers, 967 of 
them, had bought the goal of 4% 
thousand dozen which Koret of Calli- 
fornia had set. Requests coming in 
for increased orders before merchan- 
dise was shipped were accepted on a 
basis of re-orders. 


Quotas Set 


The calendar outline may be inter- 
rupted at this point with an inter- 
esting fact. Koret of California’s 
sales representatives had gone into 
the field with quotas of merchandise 
for dealers. ‘This wartime practice 
continued under post-war market 
conditions greatly puzzled buyers, but 
it had been carefully calculated by 
the firm’s Sales Department to avoid 
selling more merchandise than the 
Production Department could have 
ready by delivery time. Some buyers 
actually thought the quotas were an 
appetite-whetting stunt. ‘Chey learned 
differently when, towards the end 
of May, the Corduroys were removed 


from sale. Interestingly enough, this 
no sooner happened than buyers (kept 
under tight rein by their owners or 


controllers) began calling, writing, 
wiring to get in on the promotion. It 
was genuinely sold out. To come 
back to the Calendar: 

July 10, 1947—Merchandising di- 
rector of Life mailed postcards to all 
Koret of California dealers who had 
bought promotion numbers, as a re- 
minder of the advertisement to break 
in the August 4 issue. 

July 15, 1947—Koret of Cali- 
fornia sent a direct-mail folder util- 
izing the cover of Life as a further 
reminder to their accounts, advising: 
‘Get ready for your promotion.” 

July 12-15—The company pre- 
pared and distributed, concurrently 
with shipments of merchandise, com- 
plete promotion packages to all Life 
tie-in accounts. The package con- 
tained: 

(a) Outline of how to use material. 
(b) Sales educational material on 

Companion Corduroys for store sales 

personnel. 

(c) Reprints of Life advertisement. 

(d) Displays made from the Life 
and the Vogue advertisements. 

(e) Window blow-ups made from 
the Life advertisement. 

(f) Dealer tie-in mats with mer- 
chandise sketched just.as it appeared 
in Life advertisement. Mat featured 


“As Advertised in Life August 4.” 
(g) Copies of the national publicity 
which had already appeared. 

July 15, 1947—Highly specialized 
and unique publicity program got 
under way. Newsworthy fashion pic- 
tures of the merchandise were pre- 
pared in glossy form for metropolitan 
papers and in fashion mat form for 
small-town newspapers. ‘This pub- 
licity was placed in every town and 
city where a retailer had bought the 
promotion merchandise. Each news- 
paper was informed of the local deal- 


FASHION NEWS FOR FALL 


DEALERS GRABBED: Koret papered the 
walls of its advertising office with clip- 
sheets that came in on dealer-spon- 
sored copy. Above, typical dealer ad. 


er handling the merchandise. The 
advantages of encouraging local 
dealer tie-in advertising are obvious. 

July 15-18—Every retailer was 
informed by advisory postcard that 
publicity had been placed with a 
newspaper in his town, with the sug- 
gestion that the dealer contact the 
paper for further follow-through. 

August 1-5—Life appeared on the 
stands. 

July 31-August 8—Retailers across 
the country were advertising through 
the tie-in dealer mat or through tie- 
in copy. Window displays, interior 
displays and publicity appearing on 
a local basis were contributing to the 
“sell out” results. 

A very large proportion of the 
1,032 dealers in 48. states and 
Hawaii, who enthusiastically took up 
the promotion, tied in locally with 
their own advertising—paid for one 
100% by themselves. During the 


promotion, “Koret of Californig, 
advertising and publicity office walk 
were papered with dealer tie-in adye 
tisements. Editorial and __ publics 
clippings also came in heavily, — 

At this date re-orders are pouriy 
in to the house and Sales Directo 
Aliamus anticipates they will ap 
approach, if not exceed, the quanti: 
originally sold. 

The success of the campaign ha 
convinced company executives thy 
long-range merchandising promotio, 
in their industry are practicable a 
that they are on the right track wi 
their technique of merchandising nm 
tional advertising and dealer tieif 
to stores. ‘They intend to folly 
through with an identical promotig 
built around Life advertising, in Sep 
tember, of their Perma-Pleet Skin 
in December, of a lounge wear grow 
to be titled “Holiday Companions’ 
Through 1948 they plan new prom 
tion angles stemming from this « 
periment. 


Use of Modern Sales Tools 


Company sales, advertising, a 
public relations executives definite 
believe that as a result of their tes 
to date, promotional fundamentad 
and sales control techniques succes 
ful in other industries can be applie 
to their own, and that, if proper) 
applied, they will place it on a foot 
ing of stability not previously of 
joyed. They believe that as a lea: 
ing member of the West’s relativel 
new $400-million-a-year apparel bus: 
ness they can contribute most to! 
growth, as well as to their own, )f 
using to the full the most modem 
sales tools and approaches. 

A thought in conclusion. 7) 
exigencies of mass production, mi 
distribution and mass promotion ¢ 
women’s wear may achieve (perhp§ 
already have achieved), what the of 
ponents .of rationalized clothing hav 
long desired: simplified, standart 
ized, comfortable garments that ¢ 
not go out of style quickly. 

Perhaps (while we are foreci 
ing) America is achieving a “Ne 
tional Costume’”’ in its western wo 
and play clothing (once called spor 
wear) that consumers in 48 states a 
taking to with such avidity. Cal: 
fornians, of course, with their “bé 
ness complex,” don’t expect to har 
to limit themselves to the Unite 
States and its territories. This Statt’ 
infant apparel industry has its eye 
world markets—and is already £* 
ting them. With the airplane as the: 
delivery boy they see no reason W" 
they shouldn’t plan their world p® 
motions by the clock and the calet 
dar, as in the test outlined above. 
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andar It all began when Champion dropped its first tonnage into the nation’s stream of paper back in 1894, 

that ; bd . . 7 . o . - f 
Continued improvements and many new papers have maintained Champion’s edge in quality for over 
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, “Neg 20 years, while volume grew and variety widened. Scientific research, vast resources, abundant facili- 
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1 sport ties and uncompromising control of quality, have made Champion synonymous with advancement in 
ates att ae — ‘ , , , 

. Cal: letterpress and offset printing. Daily output of 2,400,000 pounds is evidence of continued customer 
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i hr atisfaction. With constant Champion development this complete line will make a still bigger ripple. 
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BY FRANK A. SOUTH - 


Proving Ground Pre-Tests 
Farm Feeds for Consolidated 


Sleek livestock, plump poultry provide customers and sales- 


men alike with product proof. Salesmen get their hands 


dirty in practical sales training and editors find Con- 


solidated's farm laboratory a steady source of news. 


Swing north out of Danville, IIL., 
along a handsome residential thor- 
oughtare, sweep down the highway 
Lake Vermilion, wind 
for a mile through country’s fresh- 
ness, and you find the farm laboratory 
which has become almost a_ heart 
valve in sales circulation for Con- 
solidated Products Co., Danville, Ill. 

Like the proving ground for a 
tamous tire or automobile, this is the 
proving ground for Semi-Solid but- 
termilk products—feeds for poultry 
and livestock. This 167-acre farm is 
more than a proving ground. It’s a 
place which proves that farming can 
be made more efficient than you might 
think possible. There’s nothing “hot 
about this farm laboratory. 


across scenic 


house”’ 
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Indeed, the investment in grounds, 
equipment and buildings is no greater 
than on most of the Nation’s good 
farms. 

The Semi-Solid Experimental 
Farm had its beginning in 1938 with 
an idea—an idea that a farm labora- 
tory can be made an important tool 
in sales. “Today, the laboratory func- 
tions in demonstration, advertising, 
public relations, sales training and 
employe relations—as well as in bi- 
ological experimentation, employment 
and food production. 

Experiments in poultry and live- 
stock nutrition are, of course, of 
basic importance. New ideas in feed 
nutrition are constantly checked. For 
instance, here are found answers to 


Advertising Manager, Consolidated Products Co. 


such questions as: ‘““How much pre 
tein percentage should a. starting 
mash for baby turkey poults cor 
tain?” .. . “At what level should 
the vitamin A unitage for breeding 
hens stand?” ... 

Another function of the farm lab- 
oratory is experimentation in mat- 
agement and breeding. Here, too, you 
have questions, such as: “Will calves 
respond best when fed ‘from a bucket 
or from a nipple pail?” “How ca 
you guard against predatory foxes 
raising turkeys?” Finding the bet 
methods of feeding, management an¢ 
breeding are important to sales ™ 
themselves. This knowledge, pas? 
along to dealers and farmers, '5 ¢ 


— 
| 

Photo Above 
A junior salesman, no doubt, | 
this lad picks up sales information | 
first hand at Consolidated’s farm | 
laboratory. Senior salesmen do too. | 


——— 
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CRYSTALS THAT GROW FROM A SEED... The large crystal is an EDT (EFtholene 


ol 


» Diamine Tartrate) Crystal. It is started from seed (a piece of 
he mother crystal) and revolved continuously in a solution. In three months it grows to the size shown. . 


. . Thousands and thousands 


small plates, cut from the large crystals—then gold-plated and mounted in glass bulbs—are used in filters in Long Distance circuits. 


.. . By sorting out each telephone conversation from the others, they enable 480 conversations to go over one coaxial circuit at one time. 


Crystals for 


Conversations 


Many more Long Distance tcle- 
phone coaxial circuits, in urgent 
demand, can be built next year be- 
cause of Bell Laboratories research 
and development on synthetic 
crystals. 

Plates of quartz are ordinarily 
used in the clectric wave filters of 
these circuits. 

But the demand has increased— 
the price has gone up—there will 
not be enough natural quartz avail- 
able to build all the filters needed 
next year. The shortage is scrious. 

A long time ago, Bell Telephone 
Laboratories foresaw a shortage in 


quartz; hoped to find something 
even better. They devoted years of 
study to the physics and chemistry 
of synthetic crystals. They now have 
one that can replace quartz in tcle 
phone filters. Western Electric is 
now growing these crystals in the 
factory. 

Here again Bell ‘Telephone Lab 
oratories’ idea of making things 
better at lower cost helps to give 
you the best and most economical 
telephone service in the world. 


BELL TELEPHONE SYSTEM 


HOW WELL 
DO YOU 
KNOW YOUR MARKETS? 


TIMELY MARKET QUIZ FOR SALES-MINDED EXECUTIVES 


The Per Capita Effective Buying Income of the Memphis Market is: 
10% below the National Average? 
5% below the National Average? 

. Equal to the National Average? 
16% above the National Average? 


ANSWER 


The people in this two-billion dollar market 
have an Effective Buying Income that is 16% 
above the National Average! For maximum 
effective coverage at least cost, let WMC tell 
your story to the 684,460 families in this rich 
market. 


“the station most people 
listen to most" 


%& MEMPHIS ye 5000 WATTS DAY AND NIGHT 


Owned and operated by RAY 
THE COMMERCIAL APPEAL =e 
= 


National Representatives 


THE BRANHAM COMPANY , 
AFFILIATE 


WMC-FM—tThe first FM Broadcasting 
Station in Memphis and the Mid-South! 


VISUALLY TRAINED 


Ai esinen g 


@ GREATER ACCEPTANCE 
@ GREATER UNDERSTANDING 


@ GREATER MEMORY IMPRESSION WHEN USING THE ME LE-DAMROTH 
METHOD 


WRITE FOR FREE BOOKLET — HILE-DAMROTH INC., 320 BROADWAY, NEW YORK 7Z,N.Y 
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service which sells the company 
its products. : 

Consolidated’s farm labor, 
beckons to farmers, magazine edivy 
dealers, salesmen, agricultural | 
ers and faculty members of y 
agricultural colleges. For insta 
the following events might take 2 
in one day on the farm: 

A group of four leading fam, 
from northern Indiana are econ 
on a tour over the farm by comp, 
nutritionist, Charles Widaman, } 
secretary of the American Berks 
Hog Association arrives, accompay 
by the editor of the Associatix 
magazine, an extension man from 
Swine Husbandry Department x 
University of Illinois, and the ng 
ager of the university’s experimen 


farm. The postman brings a letter # 


Art Winter, farm manager, from 
dean of another agricultural coll 
—inquiring about some point 
breeding, management or feeding. ! 
Ohio feed dealer and several custa 
ers tour the farm laboratory—acw 
panied by a Semi-Solid salesman. 


"Monkey See ... 


What is the value in welcom® 


such visitors? It is demonstra 
selling in one of its finest fon 
Farmers who come in to study 

ing, management, and breeding ¢ 
impressed by what they see. Retu 
ing from this demonstration, a} 
percentage of them adopt suggest 
pointed out while on their w 
Neighbors see what’s happening; ti 
in turn, are impressed and adopt t) 


same suggestions. And so the np 


of attention widens and widens. I 
an example of the working of ® 
old expression, “Monkey see . 
monkey do.” 


It works similarly to the p 


which has been adopted by ' 
U.S.D.A. to sell new methods to” 


lions of farmers. They tell cous 


agents-and Vo-Ag teachers about! 
new discovery. Agents and teat 
tell the farmers, who want and nf 
information. These farmers put’ 
new methods into action on ™ 
farms. Neighbors see their 
Soon, farmers by the thousands! 
using the new ways. 
The farmer visiting Consolidat 
farm laboratory starts the snow! 
that rolls and grows—demonstr@ 
selling at its best. Often magi 
editors who visit the Semi-Solid ' 
perimental Farm write about It 
Dealers for Semi-Solid butter™ 
products receive far more than ¢ 
mere pleasure of a visit, other 
they would not come so far. * 
at the farm laboratory, they © 
learn. And when they return to™ 
stores they are doubly convince 
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OKLAHOMA BOY 
RECEIVES 
“AMERICAN FARMER” 
TITLE 


Twenty-one year old Gene Fillmore, Cushing, Oklahoma, is especially inter- 


ested in the raising of pure-bred Angus cattle. 


Starting out in 1937 in a newly formed partnership 
with his father, Gene Fillmore today owns a fifth interest 
in a herd of 65 registered Angus cattle and a quarter 
interest in all feed and equipment on the Fillmore farm. 
Gene's training came largely through his work in the 
Future Farmers of America, in which he has been ele- 
vated to the honor of “American Farmer” ... the highest 
recognition attainable in this national farm youth or- 
ganization. 


At twenty-one, Gene's assets are estimated at 
$8,400. The sign over his gatepost reads “Fillmore & Son, 
Registered Angus.” His farming operations are a pat- 
tern for most of the youngsters and many of the older 
farmers in the community in which he lives. Gene 
Fillmore is one of more than 31,000 FFA boys and more 
than 154,000 4-H boys and girls in Oklahoma and Texas 
who are setting the pattern for the farming of the future 


Young Fillmore’s land is kept in top condition through a carefully planned 
Program of terracing and through the regular application of limestone. 


in the Southwest... farm youth who have been brought 
up on the sound farming principles set forth by their 
favorite farm paper and the favorite farm paper of their 
fathers—The Farmer-Stockman. 


THE OKLAHOMA PUBLISHING CO.: THE OKLAHOMAN AND TIMES—WKY, OKLAHOMA CI? 
KLZ, DENVER AND WEEK, PEORIA UNDER AFFILIATED MANAGEMENT—REPRESENTED NATIO 
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Color your sales approach . . . color your 
advertising story .. . color your training method 
literally and figuratively. 


Sono-Vision does it literally because even 
delicate color film can be used with complete 
success in the Sono-Vision cabinet. The 
effects of humidity changes are nullified by the 
ingenious Mills automatically-controlled 
Humidifier so that color film can be used as 


PRO 
satisfactorily as black and white. bare 


Figuratively, a motion picture that can be 


men 
shown at point-of-sale, in a store window, i expe 


—— min 
offices and lobbies, in classrooms— almost part 


anywhere the people you wish to reach may bh - 
tla 

—cannot help but give colorful drama L 
S strat 
date 
Sono -Vision, because it contains all parts sale 
tot 


to your sales, advertising, or training story 


in a single cabinet and requires no darkened acl 


room, does that, too! | first 
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Consolidated. 

Consolidated Products firmly be- 
lieves that its products should be sold 
through dealers—not to dealers. So 
the farm is part of our plan of selling 
through dealers to farmers. Only 
when dealers know your products, 
are enthusiastic about them, mer- 
chandise them and promote them, 
can the volume of sales of those prod- 
cts reach a maximum. 

Agricultural college representatives 
and leaders in poultry and animal 
husbandry exert tremendous influence 
in the agricultural world. When they 
like and are confident in certain farm 
practices, they are willing to recom- 


PRODUCT PROOF: Healthy, chirpy chicks 


are the best testimonials for Consolidated. 


mend them. Of course, you cannot 
expect such men to be commercial- 
minded and openly in favor.of your 
particular product or products to the 
detriment of their necessarily impar- 
tial standing. 

Last of all, this form of demon- 
stration selling is valuable to Consoli- 
dated’s own salesmen. Part of every 
sales meeting in Danville is a visit 
to the farm. When individual sales- 
men come to the main office, their 


irst remark is, ‘‘Let’s go out to the 


S tarm.” 


Like dealers, these salesmen 
are better salesmen of their products, 
decause of visiting the farm. 

Most feed companies that main- 
tain experimental farms realize the 
value of farm results in national ad- 
vertising. Like others, Consolidated’s 
tarm laboratory provides a wealth of 
material for sound advertising. Ad- 
‘ertisements in farm magazines across 
o Nation use farm results as proof 
“at Semi-Solid buttermilk products 
are Profitable for the farmer to buy. 
wllions ot pieces of direct mail cite 
‘am results. in order to be effective 
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the value of the products they sell for | 
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The remembrance of recent newspaper 
headlines on food prices 1s enough to con- 
firm the fact that our farmers have more 
money today than ever before! The U. S. 
Dept. of Agriculture’s bureau of economics 
estimates gross farm income for the first 
eight months of this year as 2] per cent 
ahead of last year’s record high! 

Here, in Sioux City, lowa, and the great 
four-state agricultural community which it 
serves, that fact is pregnant with more pos- 
sibilities than a drove of brood sows. 
Farming, in the Sioux City territory, is a 
sound industry—ready and eager to invest 
its substance in a greater future. With huge 
cash reserves and a stupendous but well bal- 
anced production, the Sioux City territory 
has few peers as a wealthy, responsive, 


spending market. 


SIOUX CITY, 


GENERAL ADVERTISING REPRESENTATIVE 


JANN & KELLEY, INC. 
New York — Chicago — Detroit 
Los Angeles — Atlanta — San Francisco 
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In 1925, the South’s cash farm income was rh 
$31/; BILLION — 53% from cotton. In 1946, it ONE MILLION oe 
was $6'/2 BILLION — 20% from cotton. , SOUTHERN : TE abou 
Cotton is still a crop of major importance, but :. sorts 
most of the South’s Herren noonaee in farm | FARM FAMILIES J er 
income has come from livestock and other crops. z —, Feat 
Thus the 14 Southern states attain a goal which Pe sai Expe 
has been a keynote of The Progressive Farmer edi- Q Bw 
torial policy for many years. Back when Southern OB relat 
farmers were almost wholly dependent on cotton, D 
The Progressive Farmer began to foster a more quen 
diversified agriculture, a better-balanced economy. labo 
Today, diversification is helping to make farm Bein 
families of Dixie far more prosperous than ever si 
before . . . better customers for what you have to meal 
sell today and tomorrow. l 
omy 

Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO o, 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles -_ 
Op- 
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sales-getters. Radio programs call the 
attention of listeners to what is hap- 
pening on the farm. Feeding pro- 
grams described in our literature are 
based on information discovered on 
the farm. Reliable proof for honest 
advertising is another reason for the 
existence of the Semi-Solid Experi- 
mental Farm. 

Our magazine, radio and direct 
mail make use of farm laboratory 
information. f 


Movies contain farm 
scenes. Some Consolidated movies 
are shown to classes in agricultural 
_ colleges. Others are greatly in de- 
mand for high school vocational agri- 
culture classes. Still others are seen 
primarily by farmers, at meetings in 
feed stores and hatcheries. And, of 
course, there are movies of sales edu- 
cational nature. The farm _ labora- 
tory is of varying degrees of impor- 
tance in all of them. 
’ _ But what about public relations? 
‘f This farm has been, is and will be 
good subject matter for feature arti- 
g cles and radio mentions. It is news. 
Editors of purebred livestock and 
poultry breed publications write 
about it. Farm publications of all 
“rts print stories about it. Dealer 
publications recognize it in_ print. 
Feature stories about the Semi-Solid 
“Xperimental Farm have appeared in 
publications which seemingly have no 
‘tlationship to farming. 

Danville’s local newspaper fre- 
. ia prints stories about this farm 
j ‘ta ory on the Sunday farm page. 

Ne seen in your own front yard 

* 'Mportant—and the farm is one 
‘tans of improving public relations. 
he tarm laboratory fits into the 
™panys employe relations program 
M Various wavs. 


# It continually re- 
minds salesmen that they are selling 

Op- . : ’ 
Pnotch feeds. In the company s 
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COPY CLINIC: Along with salesmen, advertising copy writers visit the Consoli- 
dated Products farm to get their copy angles straight from the feeding lots. 


70-odd plants, employes are reminded 
through farm results that they are 
producing top-notch feeds. Each 
month, the company’s house publica- 
tion, features a story about the Semi- 
Solid Experimental Farm. 

As a part of its sales training pro- 
gram, the company requires each new 
salesman to spend one week at the 
farm laboratory. In this case, the 
salesman is not merely an observer. 
He puts on his overalls and pitches 
in to help feed hogs, calves, chickens 
and turkeys. This is the best kind 
of sales training any new salesman 
can get. For, within this week, he 
gains confidence in his products 
learns how to feed them—learns more 
of farming. It helps him become 
more wise and more aggressive in his 
contacts with dealers and farmers. 
Even salesmen for dealers come in for 
a share of this training. Dealers 
often send their own salesmen for a 
short course of training. 

The backbone of every sales port- 
folio is proof. The farm laboratory 
provides much of it in various port- 
folios which are supplied from time 
to time to salesmen. Frequent sales 
bulletins contain information from 
the farm. 

While doing all this, the farm lab- 
oratory is an industry in itself—pro- 
viding directly the income of seven 
families. Unlike many experimental 
laboratories, Consolidated’s _labora- 
tory makes money. Outside of range 
and pasture, all feed is purchased at 
local market prices. Every penny of 
cost is charged up against income. 

News of this sort makes one won- 
der if he shouldn’t drop this difficult 
business of advertising and selling to 
become a farmer. Of course, for 
those who farm as a hobby, it is good 
news. 


To Cover The Rich 


DAKOTA MARKET 


Consisting of the 
34 Counties in 
Northeastern South Dakota 
and 
Southeastern North Dakota 


WITH YOUR SALES MESSAGE USE 


KABR 


MUTUAL'S 
PIONEER STATION 
OF SOUTH DAKOTA IN 


ABERDEEN 
1420 On The Dial 
5000 Watts Day and Night 


National Representatives 


The Walker Company 


Chicago - New York City - Los Angeles 
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* The Post 


is built for 
the active, alert, acquir- 
ing half of Cincinnati— 
people on the way up, 
people still forming 
buying habits! 


incinnati 
Post 
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Stars for Sales 


‘The Kroger Co. has launched its 
big Fall, 1947 retail promotion of 
national brands. Built around the 
theme “Stars of the Food World— 
Values at Kroger,” the campaign will 
be heavily advertised in 1,184 news- 
papers and over a custom-built net- 
work of Middle West radio stations, 
blanketing the 18-state Kroger terri- 
tory. Dominant display will decorate 
Kroger’s 2,545 stores. A consumer 
contest opening on the same date is 
providing an added traffic stimulant. 
For the first time in Kroger history, 
consumer magazine advertising is be- 
ing used, and a radio campaign is 
featuring 27 top radio stars. 

Included among the national 
brands selected for the “Stars of the 
Food World” promotion are 61 prod- 
ucts, chosen on the basis of their 
brand demand. 

Three months before, when plans 
for the national brands promotion 
were completed, Kroger’s advertising 
and merchandising executives visited 
top management of 49 manufacturers 
of the 61 national brands chosen for 
inclusion in the promotion. To each 


of these manufacturers, Kroger out- 
lined its complete plans, from the 
basic reasoning behind the campaign 
to the layouts and schedules for news- 
paper and magazine advertising. Also 
presented were the store display plans, 
the radio campaign, and details of 
the consumer contest planned as an 
immediate traffic stimulant. 

‘The presentation to manufacturers 
was unusual in that the manufacturer 
ordinarily formulates his plans and 
carries them to the retailer. 

During the national brands sale 
in all of its stores, Kroger is using 
71 over-wire banners provided by the 
manufacturers, together with many 
other point-of-sale merchandising 
aids. The over-wire banners include 
full-color blow-ups of manufacturers’ 
magazine advertising, star banners 
imprinted with brand names, and 
radio banners featuring radio stars 
sponsored by the cooperating manu- 
facturers. 

Covering the 18-state territory, 
1,195 newspapers will carry Kroger’s 
“Stars of the Food World” adver- 
tisements. Each week’s advertisement 
will be merchandised with the nation- 
ally advertised brands. 


DREAM DRAM of Desert Flower Perfume now packed for purses by Shulton, 
Inc., in small white box, decorated with gold and white desert motif and con- 
taining hand-carved crystal vial, topped by a fluted white jade-like cap. 
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VALUE AT Kroc er 
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STAR SPANGLED Kroger stores, wit 
a 6,250,000 weekly traffic, inaugurate 
of 61 m 
tional brands in 1,433 cities and town, 


banner retail promotion 


A two-page, full-color spread 
Life features the national brands i: 
cluded in the sale, pointing them ov 
as values at Kroger. 

Including promotion on two kr 
ger radio shows, 1,790 spot a 
nouncements will bolster the car 
paign. Appearing on the spots a 
27 top network stars. Kroger is bu 
ing 1,320 spot announcements ina 
dition to +70 planned for use on* 
own shows. The stars are being pr 
vided by their sponsors—participat' 
in the national brand promotion. T! 
stars will deliver the commercials | 
the sponsors’ products, while Krog 
announcers suggest purchase of t 
items at Kroger stores. 

The consumer contest is the th 
in Kroger history. A program 
tie-in promotion by prize mercha 
dise dealers is expected to result in 
increase over last year’s 986,737 
turns. This contest runs for f 
weeks, with a separate prize struct 
each week during the event. Pr 
include five Hudson sedans, each wt 
1,000 gallons of Texaco Fire-Ch 
gasoline, five $1,400 Alaska Seals 
fur coats, 25 Westinghouse Laund 


mats, 125 Westinghouse Roaste 
Ovens, and 1,000 Westingho 
Adjust-o-matic Irons. Promotio! 


plan books and display material he 
been provided by Kroger to the |. 
Hudson dealers, 2,000 Westinghow' 
and 15,000 Texaco gasoline stati 
in Kroger territory. 

The national brands are spearhei 
ing an eight-weeks’ sales drive ' 
Kroger. During the sale’s first ™ 
weeks, newspaper and magazine‘ 
vertising, as well as point-of-sale 0° 
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a 4 ATTENTION COMPELLING because of their unmatched beauty, 
i bu Cincinnati Blue Ribbon Signs double the value 
In a 
on it of your national advertising at the retail level 
y & 
vied where sales are won—or lost! 
mn. T ; 
‘fe Include indoor point-of-sale signs 
Krog in your advertising budget. 
of tt 
But be sure you write to 
ei: The Cincinnati Advertising Products Co. 
ram 
erch N h 
It in o other company offers such 
13 wide possibilities in custom-built 
or I 
ruct all glass, glass and metal, glass and plastic 
> - : 
oi neon, fluorescent or non-illuminated 
cn 
e-Ch signs with your brand name fired in— permanent. 
Sealsk 
aund allies, 
Roaste : 7 
nghe ; LB 2393 a 2 
notion <g 
ial ha 


eE The CINCINNATI Advertising Products Co. 


station 3680 BEEKMAN ST. CINCINNATI 23, OHIO 
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-sale nite ot Coast to Coast 
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How can sales managers adjust nationg| , 


advertising to territorial needs? 


The choice between inflexible “national” advertising and the need for special pressure in many sales areas is one 


that most sales managers must face and solve. Here’s one solution! 


Demands from salesmen for special 
support in particular territories, or 
the special slanting of copy in others, 
are difficult to deny—even when 
they add up to an increased budget. 


That’s why more and more sales 
managers are taking kindly to Met- 
ropolitan Group—with its twenty- 
six (26) Sunday magazines, /oca//y 
OW ned, locally edited, locally distrib- 
uted by twenty-six of the nation’s 
strongest Sunday newspapers. 


Hooked up in a national network 
tor greater efficiency and economies, 
these 


Sunday magazines reach 


15,000,000 tamilies, coast to coast. 
Men, women avd teen-agers. An au- 
dience big enough to include mi//ions 
of prospects in a// 3 major income 


groups. 


An audience, incidentally, big 
enough to back up every salesman on 
the force. Specifically, every other 
family (or better) in not just 26, not 
just 32, not just 49 cities—but in 
more than 500 major markets, coast 
to coast, 40 of them with 100,000 
population and over. 


Thanks to their local flavor, these 


26 Sunday magazines consistently 


ADVERTISEMENT 


get the highest average inside p 
readership of anything in pr 
That means to advertisers, spec” 
cally, more readers per . 


Moreover, Metro Group's # 
matched flexibility enables every > 
to pick his sections—from any 10! 
23 publishing cities—use col / 


monotone, change copy, price 


dealer listings; stagger insertion- 


all that’s required to adjust nat 
advertising to territorial needs. 


Have you heard the whole Met 
politan Sunday Magazine story 


5 


lv? It will pay you to investigate 
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AGE these are the 26 


é Met 


Ory Jat 


gate 


> EMEN 


Sunday magazine 
picture sections of 
Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 

BOSTON Globe 

BOSTON Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

DETROIT Free Press 
INDIANAPOLIS Star 

Los ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 

NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 

PROVIDENCE Journal 

ST. LOUIS Globe-Democrat 

ST. LOUIS Post-Dispatch 

St. PAUL Pioneer Press 

SEATTLE Times 

SPRINGFIELD Union & Republican 
SYRACUSE Post-Standard 


WASHINGTON Star 


Unlike other national media, Metro- 
politan Group is a national network of 
twenty-six (26) Jocally owned, Jocally 
edited, Jocally powerful Sunday maga- 
uines... printed in Gravure for 15,000- 
WO tamilies. 

Their Jocal ownership, Jocal point-of- 
view, local editing, Jocal power, add up 

the greatest /oca/ patronage and px )p- 


rie 


v accorded anything in print. 


Metropolitan 
Sunday Magazine 
Group 


220 East 42nd Street 
New York 17, N. Y. 
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play and the special spot radio cam- 
paign, are devoted exclusively to na- 
tional brands promotion. 

Another phase of the promotional 
program is a Kroger-employe contest 
in which an 11-day, all-expense tour 
to Florida in January will be 
awarded to the 49 top store managers 
and their wives. Prize merchandise 
kits will also be provided for the per- 
sonnel of each of the winning stores. 
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Poindexter Prang 


Goes for Banana Crunch! 


“I was tired, listless, run- 
down,” says Mr. Prang. 
“Then I started eating Ba- 
nana Crunch. Now I’m en- 
gaged, I’m lovable, I’m a 
new man. I owe it all to 
Banana Crunch.” 


Now at Your Fountain and Grocery 


WITTY copy wins sales for Ross Indus- 
tries, San Francisco. Campaign handled 
by Manning, Russell, Harris & Wood, Inc. 


Embassy in Two Cities 


Distribution is now being effected 
in Buffalo, N. Y., and in Indian- 
apolis, Ind., for P. Lorillard Com- 
pany’s new Embassy cigarette. De- 
scribed as “‘a round, king-size ciga- 
rette,”’ it will sell at the standard 
price, 20 to the package. This new 
cigarette comes in a white package 
with a broad diagonal red band and 
red lettering with the name “Em- 
bassv” printed in white on the red 
band. 

Newspaper advertising will run 
weekly, ranging in size from 1,500 
to 1,000 lines. Introductory copy 
emphasizing the quality appeal fea- 
tures the “Embassy” brand name and 
gives prominence to its smart, newly- 
designed package. 

Spot announcements will be heard 
several times a day over all key sta- 
tions, in each market. Transcrip- 
tions, carrying the voices of nation- 
ally known radio commentators, will 
introduce the new brand in typical 
newscaster style. In like manner, 
local radio personalities in each city 
also will be heard, as well as a series 


ot musical spot announcements. 


Further impetus to the drive will 
be given by the use of full-color car 
cards on major transportation sys- 
tems that serve these markets. 

Advertising for Embassy is handled 
by Geyer, Newell & Ganger, Inc. 


Campaign Resumed 


The pre-tested Sentinel clock and 
watch campaign is resumed in Life 
and full pages will be used in this 
publication and The Saturday Eve- 
ning Post throughout the coming 
months, some of them in color. 

The campaign is merchandised by 
approximately 450 distributors to 
many thousands of jewelry, drug, 
hardware, and_ electrical dealers 
throughout the entire United States 
and Canada. 

The Sentinel line of clocks and 
watches is the first consumer adver- 
tised merchandise put out by the 116- 
year old E. Ingraham Co., Bristol, 
Conn. Interesting feature of the ad- 
vertising, which is placed through the 
New York City office of Ruthrauff 
& Ryan, Inc., is that not only has 
every one of the new models been 
consumer-tested, but also the name, 
the “watch dog” trade-mark, and the 
copy slants are tested in advance of 
running and correlated with Starch 
Readership Surveys. 


Space for Documents 


The Beech-Nut Packing Co. is 
purchasing wide space in the New 
York City press to present the full 
text of the Declaration of Independ- 
ence and of the Bill of Rights in 
legible, readable form. While the 
originals of these documents were on 
display aboard the Freedom ‘Train, 
company officials, a spokesman said, 
felt the need to make the texts of 
these memorable documents available 
in modern print and clarified form. 

‘Believing as we do,” says Ralph 
Foote, advertising manager, “that 
every American owes it to himself— 
today more than at any time in our 
country’s history—to re-read the 
words of these documents thought- 
fully and reverently, we consider it 
a privilege to be able to present them 
to newspaper readers in a type which 
can be readily and easily read. By 
means of these advertisements we 
hope to reach many who will not 
have the opportunity to visit the 
Freedom Train, or who will not have 
time to read the texts while there.” 

Following their use in New York 
City, the plates are being placed in 
the hands of The Advertising Coun- 
cil for use in other cities at their 
discretion. 
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BY D. G. BAIRD 


Only a superlative borrowed from 
the movie makers would be adequate 
to characterize the service sales con- 
test promoted by Chevrolet Motor 
Division, General Motors Corp., and 
its dealers during September and 
October. However, we'll state a few 
statistics and permit the reader to 
choose his own superlatives. 

‘Tons of sales promotional mate- 
rial sufficient to fill to capacity 10 
freight cars have been shipped to 
dealers across the Nation,” a Chevro- 
let release stated. Included in this 
material, in round figures are: 
,200,000 mailing pieces and letters 
750,000 inspection and 

cards 
360,000 balloons 
125,000 miniature plastic cars 
300,000 new customer ledger sheets 
600,000 sales folders 

75,000 merchandise prize catalogs 
Known as the “Bring Them Back 
to Chevrolet” campaign, this promo- 
tion cost more than a million dollars 
and_ involved than 75,000 
Chevrolet dealer employes, according 
to the announcement. 

Objectives of the campaign, as an- 
nounced by T. H. Keating, general 
sales manager of Chevrolet Motor 
Division, were: 

1. To obtain new service custom- 


— 


prospect 


more 


40 


A Million for Promotion . . 
Spent in Two Months 


ers, particularly Chevrolet owners 
who have their service work done 
outside Chevrolet dealerships. 

2. ‘To develop new wholesale parts 
customers. 

The campaign included two plans 
of action: an employe prize contest 
program and a customer promotion. 

In preparing for the campaign, 
dealers enrolled their employes, list- 
ing their names, addresses and mari- 
tal status. All dealer employes were 


eligible, from bookkeepers to sales 
managers. Cuotas then were estab- 
lished, taking as a basis for them 


the number of repair orders written 
during September and October, 1946. 
Other quotas were set for wholesale 
parts customers, and for new. cus- 
tomers. All three quotas were listed 
on a chart-type quota sheet. 

Awards based on a _ point 
system, each point having a nominal 
value of about one-half of a cent. 
Five hundred prize points were 
awarded for each new service cus- 
tomer, 1,500 points for each new 
wholesale parts customer, four prize 
points for each dollar of parts pur- 
chased by each new wholesale parts 
customer. In addition, group awards 
included 70 prize points for each 
repair order, up to quota, and 150 
prize points for each such order over 


were 


every 
WIDE CHEVROLET Fan 


" of the NATION. 
Ly! 


of such new customers. 

Each employe was given a copy 
Cappell, MacDonald’s big, merchat 
dise prize catalog to select any oh w 
or more of the thousands of item 
listed and described in it, to who [y 
his prize points entitled him. 13 

Merchandise prizes were also my * 
available to customers, as. will & 
explained below. let 

In further preparation for the bs 
drive, dealers assembled lists of om W 


quota. These prize points were & 
posited in a repair orders pool am 
were divided among all employes wit 
obtained one or more new servit 
customers, on the basis of the numb 


ers and wholesale parts customes 
divided the names among their & In 
ployes, then added 10 or more natey 
of prospects for each employe ' El 
solicit. In many dealerships, the “f ap 
ganization was divided into ta™™ ¢, 
with a campaign manager to dit 
the activities. 

Opening “shot” of the campa? 
was a manila paper bag which § 
mailed to employes as a_ tea 
Printed in red and black on the b# rs 
and illustrated by cartoon sketches vs 
was a message that something "§ 
was about to break and_ that 7 - 
recipient would “get a big batt ms 

'o 


out of it. 
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PICTURE OF 


The new Scripps-Howard study of 


Grocery Products Distribution is now 


HOW WAS IT CONDUCTED? — 


Each newspaper selected a representative cross sec- 


ween) available. You'll find it packed with 


a brand new grocery distribution facts 


tion of grocery stores (chains and independents) in 


| “a from fifteen major markets. its market area. Then field workers went into each 
_ store to make a check of 40 major grocery classifi- 
- copy tt cations, and record the brands found in stock. 
nerchat 
ry WHAT IS THE STUDY? WHAT DOES IT SHOW? 
o HOR It's the result of shelf-checks made in more than This report—which covers hundreds of local, sec- 
& = 1300 grocery stores in fifteen major markets. City tional and national grocery products—shows for 
will &f by city, it tabulates the percentage of grocery out- each market the percentage of stores which had each 
lets that have your products in stock. brand in stock at the time the field worker checked. 
r the oy 
ow , 
sons WHERE WAS IT CONDUCTED? HOW DO YOU GET A COPY? 
~~ In Birmingham, Cincinnati, Cleveland, Columbus, Just send your request on your business letterhead 
ploye ' EI Paso, Evansville. Fort Worth. Houston, Indian- to any Scripps-Howard National Advertising Office, 
, the 7 apolis, Knoxville. Memphis, New York, Pittsburgh, or to the Research Department, Scripps-Howard 
: dit San Francisco and W ashington. Newspapers, 230 Park Avenue, New York 17, N. Y. 


SHCRIPPS-HOWARD NEWSPAPERS 


the barf “* York . 


World-Telegrom COLUMBUS ........ Citizen GONVGR. «ee co Rocky Mit. News EVANSVILLE. ......- Press 
sketch AMD. Press CINCINNATI... ....4. Post BIRMINGHAM ....... i Press 
hing be ""URGH Pooss UGEMUUERY. . 0 sc sc ee Post MEMPHIS . . . . Commerciai Appeo! FORTWORTH........ Press 
that ™ on FRANCISCO. News Covington edition, Cincinnati Post ae Press-Scimitar ALBUQUERQUE... ... Tribune 
g bang MOANAPOLIS 5 Times KNOXVILLE... .. News-Sentine! WASHINGTON ....... News ELPASO....... Herald-Post 

N 
ee Advertising Department ° 230 Park Avenue . New York Chicage + San Francisco + Detroit - Cincinnati + Philadelphia - Fort Worth 
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‘This was followed a tew days late 
by a letter from the dealer, on the 
dealership letterhead, inviting all en, 
ployes and their families to an gy, 
nouncement meeting. In most cas« 
entertainment was provided and cy. 
osity was stimulated to a high pite 
then the announcement was made, 4 
10-inch recording of a campaign son, 
titled, “Bring Them Back to Che. 
rolet’’ (sung to the tune of, “On th 
Road to Mandalay’) was availabk 
for dealer use and was also used fgg 

101,652 Umbrellas spot radio announcements. 

Immediately after the announge 

. . « left behind on streetcars and buses in a single ment meeting, the first of a serig 
year! Yes, we Americans are a forgetful people .. . of mailings went out to the homg 
forgetting umbrellas, forgetting products that aren't of all sloves. Thi ras ab 

constantly advertised. Don't let your product be for- a ee us was a Droge 
gotten in the rich Nebraska-Southwestern lowa market. side featuring the unprecedented 
Advertise it in the Omaha World-Herald that delivers prize-winning opportunity. This wa 
100% daily coverage of the Omaha Metropolitan followed at intervals by 13 othe 
Area; 82% daily coverage of the Omaha Retail ailteeas bicser s al 16 

Trading Area; and 67% daily coverage of over 100 a eg Se ae ch 
Nebraska-Southwestern lowa market towns with more teaser, announcement letter, and ap 
than 1,000 population. | nouncement broadside having beep 


ailed previously), as follows: 
Covers Nebraska and Southwestern lowa MaHed previeuny), 9 Senews 


Diary of Mailings 


Write today jor FREE maha September 5: A_ folder, titled 

1947 Omohe veel “Nake a Note of It” and addressed 
r aty- , . 

sis. Address your request b to em loyes wives to encourage them 

to our National Advertis- WORLD HERA LD to r P th a h sba ids to Vv i : 

ing Department on your Owners and Operators of Radio Station KOWH and ag Be — See , abe’ 

letterhead. Nebraska's Pioneer FM Station KOAD September 9: A large, illustrated 


National Representatives, O'Mara & Ormsbee, Inc. | . — 
New York, Chicago, Detroit, Los Angeles, San Francisco | card, addressed to employes, and 


TOTAL NET PAID CIRCULATION—SEPTEMBER, 1947 AVERAGE—223,771 DAILY—229,478 sunpay | titled, “Right Down Your Alley. 
aaa sise ae ae Ly Le September 12: A _ folder titled 


‘Round Up the Strays!” and featur 
ing the slogan, “Get a Stray a Da 


Give Your Story BACKGROUND | ciessic sc. So i sm 
= — 


away to independent garages. 
. — .— | | September 18: Another mailing @ 

YOUR STATIONERY is back- = \"«# aan | employes’ wives, this one titled “Pen 
ground for your sales story. Make | Points’—“Or How to Get Pris 
sure that story gets the back- all — oe i Without Pin Money.” 
ground it deserves. See your = \ { ~~ September 22: A folder titled. 
printer—he's an expert. Tell him “Target,” stressing ways and means 
what special use you plan for of hitting the target which, in this 
your stationery ...If you're case, was how to get the things em 
searching for a paper of distinc- ployes wanted from the prize catalog 
tion for a story of importance it's September 25: A letter from deal T 
more than likely your printer ers to their employes, announcing? & 
will recommend — special, supplementary promotion fot 
October. Some dealers challenged 
their colleagues to a private contest; 
others offered team bonus awards 
while still others provided pund 
boards and offered punches as special 
awards. 

October 2: A folder in the tom 
of a school slate, with pencil attached 
and titled, “You're Slated to Wit. 

October 4: A letter, written ™ 
campaign letterhead, announcing be F 
dividual standings as of September | 

October 8: A folder titled, “Bet t 
‘em to the Punch” and so “knock ott 
competition.” r 
Rising Paper Company, Housatonic, Mass. October 11: A large mailing card 
titled, ‘“You’re Surrounded,” * 
theme being that Chevrolet owne® 
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his is Yoledo 


it ...and this is THE RANSOM & RANDOLPH COMPANY 


titled 


ley.” 
titled, 
eatur- ' q 

1 Day see 2 ree, | Ransom & Randolph have been successfully 


rrayed > engaged for some 75 years in the manufacture 


te “a , ... manufacturers serving the Dental 
"" | F ieee = Profession, with world-wide distribution 


ing t Ne > 4 and distribution of instruments, materials and 

Den ti 

Prize supplies in the highly specialized professional 

titled. : : field of dentistry. During these years the Ransom 

et} ...and this is the ) dita | 

n this 10 | F p 0 B LA D F & Randolph name has become synonymous 

vs ell ‘ : 

atalog with fine quality, the result of ceaseless research, 

1 deal- The diversity of Toledo produc- . - 

cing af tive genius is emphasized once rigorous tests, and precision manufacture. Such 

on for again by Ransom & Randolph, . ot 

lengel One of the 555 Toledo industries is the good name of “R&R products that 

ontest’ whose variety of manufacture sta- , 

wards A bilizes the city’s economic life... they find a ready reception not only at home 

punch And diversity characterizes the . : : , 

specil A Columns of The Blade, which in but in the foreign countries to which they are 
Variety of news, features and spe- . . a eo : 

» fom “ial articles has a well-recognized carried through world-wide distribution. 

tached appeal to the many-sided in- 

Win. lerests of all its readers 


ten of throughout the whole pros- 
ing ik Perous area it serves. 


r 3b. . ; , 
be Interesting factual information 


_ a 4 * . « ‘ - 
| he oe a found in a new book- One of America’s Great Newspapers 
OCK - et ‘6 i ’” 
a opal — Mae. « REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
ig card — MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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are everywhere, hence the recipient 
is surrounded by them. 

October 16: A letter from the 
dealer, reporting standings and en- 
couraging last-minute effort. 

October 22: A_ folder titled, 
“Watch for Smoke Signals,” the tie- 
in being the point that, ‘Where 
there’s smoke, there’s service business. 

November 2: The final mailing, 
this one being in the form of a letter 
of congratulations. 

A “Punch ’N’ WIN Punchboard 
Plan” was employed by many dealers 
to enliven announcement meetings, 
increase service sales, increase produc- 
tivity of mechanics, increase parts and 
accessory sales, encourage “presentee- 
ism,’ reduce accounts receivable, en- 
courage cleanliness, encourage care- 
ful, thorough work by mechanics. 

The customer promotion included 
an assortment of giveaway items, ad- 
vertising, display aids, punch-board 
chances, and other features. 

As a lure to bring in more new 
service customers, many dealers gave 
away such items as flashlights, key 
holders, cigarette lighters, and comb 
and file cases, all bearing the Chevro- 
let crest and the dealer’s imprint. 

Mechanics and lubrication men 
were provided with Chevrolet safety- 
inspection sheets which thev filled out 


and gave to car owners after check- 
ing their cars, while dealers mailed 
out letters to Chevrolet owners in- 
viting them to bring their cars in for 
such a check without obligaton. A 
follow-up letter was mailed to the 
customers who received the safety- 
inspection sheets and failed to bring 
their cars in. 

A “Silent Service Salesman”’ folder 
titled, ““A Check-Up Proves,” was 
designed for counter-hand-out, or 
envelope enclosure use to tell the 
story of Chevrolet service. 


Prize Drawing 


A service customer prize drawing 
was a punch-board feature for cus- 
tomers. The dealer sent a letter to 
those on his owner list, inviting them 
to participate in a free prize drawing 
and enclosing a perforated card. The 
upper part of this card entitled the 
owner to a free car inspection and to 
a free chance on the prize drawing, 
while the lower part was a service 
prospect suggestion which, if the 
owner filled out entitled him to a 
second chance in the prize drawing. 

A set of 13 newspaper advertise- 
ments was available to dealers who 
wished to advertise locally during the 
campaign. The series was planned 
to run throughout the two months 


period by inserting one advertisemer, 
every five days. 

For dealers in cities and tow, 
where radio stations are located, , 
16-inch recording which included | 
one-minute commercial announc. 
ments was available. Each announce. 
ment was written around the tuy 
to the campaign song and given th 
consumer angle, “Bring It Back 
Chevrolet.” A mimeographed {e, 
sheet which included the copy {o; 
each announcement and provided fp; 
personalizing the messages for th 
dealers accompanied each record. 

Rubber balloons in a variety ¢j 
bright colors and bearing the slogan 
“Bring it back to Chevrolet for sery. 
ice, parts, accessories,” together wit) 
the dealer’s imprint, were also avail 
able for local promotions. 

Many dealers promoted a mini. 
ture car hunt for children. Thi 
usually meant hiding a number 6 
miniature plastic cars, with cards at. 
tached, in city parks and playground 
or scattering them over a wide are 
during the night preceding the hunt 
A gift was awarded each child wh 
brought in one of the miniature cars 

Other promotional materials in 
cluded wall banners, window dis 
play spots and lapel buttons for em- 
ployes to wear during the campaign 


“ 
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“ ° accurate, decisive, revealing. “Test Town, U.S.A.” is 


OFF TO A FLYING START 


SWI 


Che 


Test campaigns can help a new product hurdle sales 


resistance. In the South Bend, Indiana market tests are 


covered to saturation by one newspaper. The people who 
live here buy here —not elsewhere. They are perfectly 
typical of the nation’s industrial-agricultural structure. 


Write for free market data book on “Test Town, U.S.A.” 


Soulh Mend 


Gribune 


STORY, BROOKS & FINLEY, INC. +» NATIONAL REPRESENTATIVES 
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Vo. 6 of a Series of New York Subway Poster Designs. 


Subway Poster Designed by 


J 2 
JoserH BINDER 
NEW YORK 


Binders work has won the 
State Prize of Austria, and 
has been exhibited in 
Vienna. London. New York 
and Chicago. He is an ac- 
knowledged leader in’ the 


field of poster art. 


Subway P . . ane ; 
ubway Posters multiply sales with color ... coverage . . . repetition. Unknown brands, in the face 


"! competition by well-known nationally advertised brands, have invaded New York City via subway 
‘lation posters and, in an incredibly short time, become top sellers here. The reason is no secret. First, a 
200d product. Second, the unique combination achieved by subway posters and car cards: CoLOR—all you 


Want: prpr: Y ot «* -— = f j ; ; 
int; REPETITION—26 times a month: COVERAGE—9 out of 10 New York adults are subway riders. 


\EW YORK SUBWAYS ADVERTISING COMPANY, INC., 630 FIFTH AVE., NEW YORK 20, N. Y. 
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Facts 


for Shifting Markets! |= 


ays a 
The | 
pertins 
—agri 
Statistics show that the shift in population that was Write 


speeded by war is continuing after war. That means a Taft, 


shift of markets also .. . and calls for sales planning to 
meet this situation. Trade Mark Service in the ‘yellow 


West 
Thi 


ton | 
; ? ' most 1 
When people move, their buying habits may change licatio 


... but it’s a national habit for them to use the ‘yellow and | 


pages’ of the telephone directory is of special value under 


these conditions. 


pages’ for their daily needs. The trade-marks and brand rem 
names displayed over lists of authorized outlets tell 503 
shoppers everywhere where they can buy the advertised Cal 
goods they need and want. 

You can buy this Trade Mark Service in the ‘yellow trea 
pages’ of telephone directories covering the country from r - 
coast to coast. It will direct people to your outlets in On ne 
thousands of communities. of pre 

™ Ben 
extra- 
Infor 


For further information, call your local telephone business office City, 


ocr, 
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Promotion 


The Inquirer Makes a Study 


Five leading Philadelphia grocery 

hains account for more than 43% 
of the estimated $535,000,000 sales 
of grocery and combination stores in 
he Philadelphia Retail ‘Trading 
Area, according to a study, “Food 
Facts,” by The Philadelphia In- 
quirer. The study was made in an 
area covering five counties in south- 
wstern Pennsylvania, eight counties 
» Southern New Jersey and one 
sounty in Delaware. The General 
Promotion Department of the paper 
will supply you with copies of the 
study. 


New Chain Drug Map - : 


You can get a copy of the latest 

marketing map of the chain drug 
feld by writing Chain Store Age, 
85 Madison Avenue, New York 
City, 16. This one spots the location 
f 750 buying headquarters, serving 
more than 5,700 chain drug stores 
and shows the number of stores oper- 
ated by drug chains in 208 principal 
cities. Map also gives total sales of 
drug chain and a breakdown of sales 
by departments. 


Facts About Everett 
KRKO, Everett, Washington, 


erves an area with a population of 
250,000 and 64,800 radio homes. So 
ays a promotion piece by the station. 
The booklet provides, in detail, all 
pertinent information about the area 
—agriculture, labor supply, mineral 
resources—even taxes. A rich area. 
Write the station’s manager, W. R. 
laft. Copies available. 


Western Industry 


This magazine has a new promo- 
‘on piece which answers questions 
nost frequently asked about the pub- 
‘cation—who publishes it, its history 
aid background, what markets it 
*rves, its circulation history. Write 
‘ie Magazine—attention Don Forster 
ion Street, San Francisco 

alif, 


Sranham's Latest 
The Branham Co., with offices in 


] ° °° - ° 
* Major cities, offers its latest study 


on , wn . 
} Newspapers accepting r.o.p. (run 


: Press), with information on color, 
lation, Page size, b and w rate, 
Ta tor-color and units accepted. 
a is indexed by state and 
ye Write 


Is one is a “‘must.”’ 
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Research Department, The Branham 
Co., 230 Park Avenue, New York 
City. 


S. M. Tips Its Hat . . to Seven- 
teen (doing one of the best promotion 
jobs in the country) for its helpful 
booklet to inform advertisers of pro- 
motion materials available from the 
magazine . .. costs . types—all 
included and tabbed for easy-studying 

.. to Time, for “all of me” ...a 
candid little study which says women 
are interested in everything. Revise 
your sales slants if you’re dealing 


with the female of the species . 

to Parents’ Magazine for a report 
on tests in three big department 
stores. The. tests proved that when 
the Parents’ Commendation Seal was 
displayed with merchandise, sales 
stratosphered . . . to Spot Broadcast- 
ing Division of CBS for a sit-up-and- 
notice headline for its latest promo- 
tion piece. They call it, “Since 7:10 
last Thursday night 25 men and 
three women traveled 22,000 miles 
for your benefit!’ The men and 
women? ...a fact-finding group who 
met in Richmond, Va. 


our pleasure” 
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arrival’ 


“OPD arrived Monday. Much improved service” 
"Best delivery in a long time” 
“Greatly appreciate improved service” 


“Reporter delivered Monday morning, much to 


“Certainly appreciate OPD’s punctual 


e 


WHEN THE COMMENTS ARE UNANIMOUS... 


THERE MUST BE A REASON! 


FRANKLY WE WERE SURPRISED. 


After the almost prayerful planning that you do before 


changing a 75 year old format, we'd really expected the 


comment from our subscribers about OPD’s new style to 


vary all over the map. 


But every letter to date is a repetition of “OPD received 
Monday AM. We sure appreciate it.” 


The conclusion seems to be that OPD’s readers just want 


their chemical news and prices hot off the griddle. And 
that’s what OPD is delivering. A 4:00 PM Friday closing 


for the last minute news flashes . . 


ered Monday! 


IMPORTANT... 


. and the paper deliv- 


To get news to the chemical industry FAST, check to 
make sure OPD is scheduled to receive all chemical news 
or price change releases originating in your organization. 


Cleveland 22, H. G. 
Los Angeles 14, The 
Park Pl., Drexel 4388; San Francisco 4, The Robt. W. Walker 
Co., 68 Post St., SUtter 1-5568 


Seed, 17717 Lomond Blvd., Long. 0544; 
Robt. W. Walker Co., 684 S., 


Lafayette 
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—-BALL PEN FINDS 


WNAX was 


PLENTY on 
the ball 


- - » 10,4607 ONE DOLLAR 
ORDERS FROM SIXTEEN 
15-MINUTE PROGRAMS 


@ On sixteen 15-minute pro- 
grams WNAX received a total 
of 10,607 orders at $1.00 each 
| for Ball Point Pen, or an aver- 
age of 663 orders per each 15- 
minute program. Cost per order 
99/19 cents. 


Offer was on a staggered sched- 
| ule for a period of five weeks 

using the “Billy Dean Show,” 
“Sunday Get-to-Gether Show” 
and “Bohemian Band.” 


Affiliated With 


The American Broadcasting Co. 
WNAX is available with KRNT 
and WMT as the Mid-States 
Seaep. Ask the Katz Agency for 
rates. 


4 Coutes Station 
SIOUX CITY e YANKTON 
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Shop Talk 


Post-Sale Demonstrations: Softened by a sellers’ market condi- 
tion in which buyers grabbed products and took them away, quite a 
sizable number of firms, especially in the appliance field, seem to 
have forgotten that a sale isn’t really completed until the product is 
delivering satisfaction in the hands of the user. Noted with some 
degree of interest, therefore, are plans being initiated by various 
appliance manufacturers, through which each individual sale is being 
followed up with a complete demonstration (usually in the home) 
to insure full range of convenient usage, adequate care, and complete 
understanding of operation. 


Lewyt Corporation, Brooklyn, is the latest to announce such a 
plan. They call it the ““Demo-Call.’’ Under it, dealers located in a 
distributors’ headquarters city will report daily vacuum cleaner sales 
to the Lewyt Demo-Call supervisor with serial number, name, ad- 
dress and telephone number. The supervisor, in turn, will make an 
appointment with the new owner for a demonstration, and will 
notify a field instructor. When the demonstration is completed, the 
customer signs a Demo-Call certificate in duplicate. One is retained 
by the distributor and one is sent to the dealer for his record and for 
possible followup of additional prospect names which may have been 
recorded on the reverse side of the certificate. Dealers in outlying 
districts will appoint someone to be trained by the distributor, to be 
responsible for the operation of the plan locally. Here, the dealer 
will make his own appointments and calls. Dealers pay the instructor 
for the demonstration and for transportatien, but distributors will 
credit dealers upon receipt of the record certificate. 


The need-for such a followup is apparent to me through personal 
experience. A vacuum cleaner was in use in my home for 18 months 
before discovery, through a serviceman, that there were two different 
ways to regulate the height of the brush from the rug. After that 
incident, everything was just dandy. Ashes, feathers, dog hair . . 
everything, went up the chute and the machine won the endorsement 
of a maid who, heretofore, had regarded it with distrust, puzzle- 
ment, and, on occasion, some hyperrational degree of temper. 


Classified Advertising Dept. (Hearts & Flowers Div.): I've 
just heard about a young veteran, who, contemplating marriage, 
advertised in a New Haven newspaper for an apartment or a house. 
“Wanted: apartment or house, not more than five rooms," etc. He got 
not one single lead, which is no news in this currently chaotic world. So 
he tried again. This time he said, "YOUNG VETERAN, going to Virginia 
next week to bring back his bride, earnestly desires to find a home to 
bring her to . . ."" He got 33 replies. He not only rented a house from a 
widower, but the owner told him, “You can use everything in it but the 
Haviland china and the silver, and you can use those when you have 
company. Furthermore, if your bride can't cook, I'll teach her." 


Inside SALES MANAGEMENT: Some months ago | wrote 
briefly about the backaches and brain fag we encouncered when we 
wrote our first manual on “How to Write and Edit for SALes MAN- 
AGEMENT.” When we placed the unfinished first rough draft of the 
manual in the hands of the men and women who make SM, one 
chapter was conspicuously missing: the one discussing the technique 
of interview procedure. Left to the last because it involved such 
painstaking analysis, that chapter is now finished and | have Just 
okayed the copy for reproduction. 


Like all other chapters in the manual, this one was developed by 
pooling the experience of all New York staff members. It was 
rather fun, doing it. As we discussed this or that phase of interview- 
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ing technique, some staff member was always being reminded of 
some embarrassing situation or some dilemma he had encountered 
during his field work, which filled these sessions with entertaining 
anecdotes, and helped mightily, incidentally, to clarify the points at 
issue and to demonstrate the importance of this or that phase of 
editorial interviewing. 


For example, when we were discussing how to conserve the re- 
porter’s time, and what to do about the interviewee whose hospitality 
instinct is so strong that he wants to prolong the session indefinitely 
(probably including a trip through the factory and a look at local 
sources-of-pride), one of the associate editors recalled a visit to a 
small mid-west manufacturing city where his subject was one of the 
City Fathers. The brass hat’s pet projects of the moment (aside 
from business) were a local institution for the feeble-minded, and 
the new water works. After the business was dispensed with, he 
insisted on driving the reporter for two-hour tours through both, 
with the result that the editor missed his express, killed the other 
half of the day, and rode into the nearest metropolis on a milk-stop- 
local. The point we were discussing (and it applies sometimes with 
equal force to selling interviews) was this: How far can you go to 
avoid getting trapped like this and still appear to be courteous and 
considerate and appreciative? So, our manual has a paragraph on 
ending the interview and getting out. 


] mention our own experience with this manual chapter because 
I've been so deeply impressed, as the job developed, with the similar- 
ity of our problem in editorial interviewing, to the problem of con- 
ducting the sales interview. I do not believe that firms who have 
men in the field have recognized, to any great extent, the fact that 
there is @ real technique of interviewing. Nor have they tried to 
analyze that technique and use the findings in training. 


In the SM manual, the chapter on interview technique is broken 
into 19 subject-heads. Out of these 11 might be lifted and adapted 
to use in a similar study of interview technique for salesmen. Here 
they are: 


The “politics” of seeking a story. (Parallel: Getting off on the 
right foot with the right people.) 


Pre-preparation by the writer. (Parallel: Organizing for a planned 
approach to a sale.) 


The approach. (Parallel: How to get to your prospect.) 


Selling people who are not in a mood to cooperate. (Parallel: 
Getting a hearing from somebody who doesn’t want to listen.) 


Opening the interview. (Parallel: obvious) 
Controlling the interview. (Parallel: obvious) 


When the interview strikes a dead end. (Parallel: Sales tactics 
When you reach an impasse.) 


Winding up the interview. (Parallel: obvious) 
Building a background for a re-call. (Parallel: obvious) 


Followup after publication. (Parallel: Check-back to see that product 
delivers satisfaction. ) 


The special problems of the group interview. (Parallel: How to sell 
more than one man.) 


The making of an analysis of this kind is a tough job. But it 
Produces results of very great value. I can’t think of a better way 
to do it than through group discussion, because the very act by the 
Participants, of having to think the thing through and reduce suc- 
cesstul experience to statement of principle, is a liberal education in 
itself. We certainly found it so. 


A. R. HAHN 
Managing Editor 
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wuat THIS SYMBOL MEANS 


TO OUR ADVERTISERS 


@ The Associated Business Papers: 


is a national association of high- 
est type business publications, 


@ PAID circulation as proven by 
ABC (Audit Bureau of Circula- 
tions) is a primary requirement. 


@ Adherance to a rigid code of 
ethics and standards of practice 
is another primary requirement. 


@ The A.B.P. acts as a clearing 
house for progressive publishing 
ideas; it constitutes the only co- 
Operative effort in business pub- 
lishing to safeguard the industry's 
ethics and standards of practice. 


@ A.B.P. is constantly devoted to 
(a) increasing the usefulness of 
member publications to their sub- 
scribers; (b) helping advertisers 
get a better return on their in- 
vestment. 


Haire Publications are proud 
to be members of A.B.P. 


‘THE 


CORSET & UNDERWEAR REVIEW 
FASHION ACCESSORIES 

INFANTS’ & CHILDREN’S REVIEW 
LUGGAGE & LEATHER GOODS 

HOUSE FURNISHING REVIEW 

HOME FURNISHINGS MERCHANDISING 
LINENS & DOMESTICS 

CROCKERY & GLASS JOURNAL 
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MERCHANDISING PUBLICATIONS 
1170 BROADWAY + NEW YORK 1 
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“THE BATTLE OF THF GIANTS 
CHAMPIONSHIP OF THE 


SN x, " ‘ 
: So 
_ 


WORLD ANI Five THOUSAND DOLLARS STAKES, NEAR 


MEETING OF PADDY RYAN AND JOHN L, SULLIVAN IN THE CREAT CONTEST FOR THE HEAVYWEICHT 
NEW ORLEANS, 
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Courtesy of Bettmana 
LA., FEBKIARY 


SUNDAY PUNCH /2j/ 


In the planning of an advertising schedule, the 
market to be reached is, of course, the most im- 
portant consideration. The richer the market, the 
more concentrated attention it should receive. 

In 379 counties in The Industrial North and East 
live 36% of the families of the U. S. These account 
for 42% of the total retail sales, 44% of the food 
and 38% of the drugs. This is a “pay-off market.” 
FIRST 3 has a 48% coverage in these 379 counties. 
And what’s more, FIRST 3 has a 46% coverage in 
1600 cities and towns, and a 75% coverage of the 
families in the rich metropolitan areas of New 


THE GROUP r= 
WITH THE 


SUNDAY PUNCH 


HRSIION 


WRRRETS ICH OUP EGE a 


York, Chicago, and Philadelphia. This is “pay-off 
coverage.” 


FIRST 3 in addition offers sections of “highest reader” 
traffic” in the first newspapers of the FIRST 3 cities 
—The New York Sunday News, The Chicago Sunday _ 
Tribune, and The Philadelphia Sunday Inquirer] 
Your choice of either (1) the picture-rotogravure 
section and magazine combination, or (2) the) 
picture-roto sections of all three newspapers. Roto 
and color-gravure reproduction in all sections offers” 
maximum package and product identification 
Here’s a “Sunday Punch that pays off.” 


PHILADELPHIA SUNDAY INQUIRER 
NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
Rotagrauwre + Colargraumre 

Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, Now York 17, VAnderbilt 6-4894 © Tribune Tower, Chicago 11, SUPerior 0044 © 155 Montgomery Street, San Francisco 4, Garheld 
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MARKETING 
PICTOGRAPHS 


Planned by Philip Salisbury, Executive Editor and designed by The Chartmakers, Inc. 


Who are the 
} 25 Largest Manufacturers? 


Measured by value of total assets, here are the 25 largest manufacturing 


corporations as of 1945 | 
MILLIONS OF DOLLARS | 


X 
U. S. Steel Corp. \ \ 1891 
General Motors \ ~ 1813 
Du Pont X 1025 
General Electric Co. xX 892 
Bethlehem Steel Corp. \ 880 
Ford Motor Co. \ \. 816 
International Harvester Co. X 559 
American Tobacco Co. XQ 484 2 
Westinghouse Electric Corp. \ AN 450 A 
Union Carbide & Carbon Corp. y\ AN 428 AR 
Aluminum Co. of America ww N 427 — fe 
Chrysler Corp. \ N 414 A is 
Republic Steel Corp. \¥ >" iki) 
Curtiss Wright be y\ 354 BY 4 ods a 
Swift & Co. X\ N 353 
Western Electric Co. \ N 347 
Goodyear Tire & Rubber Co. ~ N 340 
Armour & Co. XN N 332 
R. J. Reynolds Tobacco Co. » N 315 
| SRSEREEEEEETEE Eastman Kodak Co. \ ON 307 
»* ——————— Firestone Tire & Rubber Co. X » 300 
———— Liggett & Myers Tobacco Co. 293 


Allied Chemical & Dye Corp. 
Jones & Laughlin Steel Corp. 276 


Pullman, Inc. 


ce 


& 
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Here’s the Works 


on the biggest advertising news in years! 


\\, Commencing in March, space 
HY Will be availablein CORONET 
to a limited number of adver- 
tisers. Because the full story rep- 
resents a development of major 
importance, here’s the works on 
CORONET: 


Q: How do CORONET'’s rates 
compare with those of other mag- 
azines? A: 22% below the lowest 
in the multi-million class, and 
34% below the average for the 
top 9 magazines. 


Q: What does this mean specifi- 
cally? A: For roughly the cost of 
3 pages in LIFE (guaranteeing 
15,600,000 reproductions) or 334 
pages in LADIES’ HOME JOUR- 
NAL (16,875,000) or 41% pages 
in SATURDAY EVENING 
POST (16,470,000) thirteen 
pages can be had in CORONET, 
with 26,000,000 reproductions! 


(‘oronet - ~ - 


2,000,000 GUARANTEED CIRCULATION 


Q: Does CORONET guarantee 
2,000,000? A: Yes. However, 
during the first eight months of 
1947 an average of 2,319,688 
copies were delivered. 


Q: Who are the readers, and what 
kind of a market are they? 
A: Readership is family-wide — 
in the top-intelligence levels—and 
CORONET families aggregate a 
total population exceeding New 
York City’s. 


Q: How thoroughly do they read 
CORONET? A: Four traffic sur- 
veys show that the difference in 
readership between the lead-off 
article and the last article in the 
magazine is only 16%! 


Q: What is CORONET’s adver- 
tising policy? A: Every adver- 
tisement facing an editorial page, 
and a set policy of two or more 
pages of editorial per page of 
advertising. 


NEW YORK. 366 Madison Avenue 
Murray Hill 2-5400 


CHICAGO... Coronet Building 
Dearborn 7676 


DETROIT... 417 New Center Bidg. 
Madison 5745 


Q: Does this limit the number of 
advertisers? A: Yes. Of the 4,180 
nationally advertised products 
and services, there will be space © 
in CORONET for only about 50.9 


Q: What will be the advantages 
to advertisers of this policy of} 
limitation? A: Preferred posi- 
tions for all, drastically-reduced 
competition, and a readership for 
advertising that will more closely 
approach that of the magazine 
itself. 


It’s the number of actual readers 
an advertisement gets that the 
advertiser pays for — not the 
magazine’s circulation. 


CORONET’s unique policy is the 
first important move that has) 
been made to attack this unknow® 
factor of waste! 


PHILADELPHIA . 1700 Walnut Street 
Pennypacker 5 


BOSTON.......: 525 Statler Office 
Liberty 5526 


LOS ANGELES... .448 South Hill Strett 
Trinity 9924 
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What Can Happen 
Ina Year’ ’s Time 


An analysis of the purchasing habits of Indianapolis families shows in one classification after 
another that there’s no standing still in the battle of the brands. You get up high and think 
you-can rest on your laurels. Bingo—and your head is chopped off! 


This, for example, is what happened between 1946 and 1947, in soap products used for dishes. 
Among Indianapolis families using the generic product, users were as follows: 


Drett she 


lvory bar 


Duz 
Oxydol 
Vel 


The development of soapless soaps promises even more vigorous sales battles in a business 
which always has been keenly competitive. These complicated chemical compounds will be 
a copy-writer’s holiday for each brand will have more special qualities than ever applied to 
regular soap. 


America normally uses about 3 billion pounds of soap a year. This is the potential. 


SOAP SOAP SOAP 


1946 1947 . 1948 


(Estimated) 


Soapless soaps % of the market Ml 
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The Hearst Newspapenia 


‘Lhe Righty 


FROM A LETTER WRITTEN TO THE JEWISH ADVOCATE BY sae 


Wilham Randolph Hearst \z 


AND PUBLISHED IN THE HEARST NEWSPAPERS MARCH 4, 1940 


“Democracy is government by the ma- “It must be truly tolerant in its view 
jority. The majority must be careful not to liberal in acts. 
conduct itself too selfishly in its own in- 
terests—not to abuse its opportunities. 


“It must be true and fair to the pe 
as & WHOLE, and to every individual ¥ 
“Tt must be careful always to consider constitutes an integral and essential par 
and care for the rights of minorities. that whole people.” _ 


“A just government is a government just 
not to one class or clique—not to one sect 
or section—but to Au. the people. 


“Tf democracy is to legislate for the ma- 
jority alone, and to the disadvantage or 
injury of minorities, it proves thereby that The Hearst Newspapers have alwa 
it is no freer from faults than aristocracies lieved that respect for the minority is # 
or other forms of class government. portant as rule by the majority in our Am 
system of government. 


; They will fight in the future—as they 
‘It must be considerate of every worthy always fought in the past—to guard them 

class. It must be appreciative of every valu- religious and national minorities withit 

able element. gates against persecution and discrimi 


“Tt must be wise. It must be just. 
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We Think 


WE are Seeing Inflation! 


Wholesale price levels, increase over 1939 


a ee 


\ 


Source: Wall Street Journal 


How Long Does it Take 
To Earn a Ford? 


If you were a skilled wage earner — would be worried about the high cost of living — but, 
maybe it isn’t as bad as many of them think. 


a\¥i W007 
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At current rates of pay for manufacturing level, this is the cost-in-terms-of-effort for various 


commodities. 


| MINUTES | 


1939 1947 


MINUTES 


1939 


1947 


QUART 
OF 
MILK 


Required to earn the product 
MINUTES 


MINUTES 


1939 1947 


A GALLON 
OF REGULAR 
GASOLINE 


1939 


24 ot. PACKAGE 
GRANULATED 
SOAP 
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HOURS 


1939 


MEN'S 
STREET 
SHOES 


Source: Macfadden Publications, Inc 


HOURS DAYS 


1939 1947 


AUTOMATIC 
ELECTRIC 
IRON 


PICTOGRAPH BY 
Salt MANAGEMENT 
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INTERESTED READERSHIP. . . 


a 'pay-off’’ factor in Advertising Performance 


A six-month analysis* of the McGraw-Hill Mail Bag 


> 27,748 readers requested 115,673 pieces: of 


MANUFACTURERS LITERATURE 


4 15,429 readers ordered 722,844 


REPRINTS OF ARTICLES 


» 32,100 readers wrote to McGraw-Hill editors for 


e 


TECHNICAL ADVICE 


AND INFORMATION 


McGRAW-HILL PUBLISHING COMPANY 


9 


330 West 42nd Street, New York 18, N. Y, 


ABC ABP 


Advertisement 


j. . ») 
Whos Getting Todays Money? 
If we take the 1939 division of the country’s income as 100, the changes 
at the end of 1945 are as follows: 


PROPERTY 
INCOME 
dividends 
interest 
rents 


FARMERS 


Source: Dept. of Commerce “State and Regional Market Indicators” 


The Effect of AGE on Smoking 


Among people of 16 years and older, three-fourths of the males are smokers and nearly 
two-fifths of the women, with the heaviest concentration in the early and middle adult years. 


Smokers (: , ( 
Non-Smokers -_ 


AGE 
16 to 17 


18 to 25 


73.2% 26.8% 


21035 foo i. 
79.8% \20.2% 


36to44 ff 


82.4% \7.6% 


45 and older { Bee eae a) 
70.6% 29.4% 
So Sources: Survey among 4,593 readers of Collier's 
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"Business Organization.” Al- 
mest every business, large or small, 
gust examine its plan of organiza- 
tion periodically, and make changes 
the individual circumstances de- 
mand. And most businesses follow 
gertain basic principles and patterns. 
According to a study of 27 repre- 
gntative companies, the Metropolitan 
Life Insurance Co. has concluded 
that since the war the trend toward 
decentralization, with greater execu- 
twe authority for operating units, 
has been accelerated. The results of 
this survey, plus a presentation of 
the factors involved in the setup of 
manufacturers, utilities, retailers, 
milroads, and other types of enter- 
prise, has been revealed in the publi- 
ation, “Business Organization.” 
Putting the organization on paper has 
always been a major task—and one 
of the features of this booklet is the 
special pocket at the back, containing 
actual organization charts of seven 
companies. Among them: American 
Rolling Mill Co., Phillips Petroleum 
(o., Pepperell Manufacturing Co., 
Pennsylvania Railroad Co. For a 
copy, write on your letterhead to the 
Policyholders Service Bureau, Metro- 
politan Life Insurance Co., One 
Madison Ave., New York 10, N. Y. 


4 Selling to Latin America: 
Save Energy” impresses South 
Americans more than “Save Time.” 
English promotional copy translated 
Nerbatim into the Spanish language 
May prove to be a mystery to the 
inish-speaking reader.” These items 
interest to marketing men, manu- 
urers, wholesalers, exporters, and 
Mhers who sell to Latin-American 
Markets, are taken from the booklet, 
teparing Effective Printed Matter 
Latin America.” It’s published by 
the John Maher Printing Co., and 
Based on that firm’s experience with 
publication of several Spanish lan- 
Guage business papers with distribu- 
ton in Mexico, Central and South 
rICa. It covers topics like the 
Meparation of direct mail, catalog 
Muirements, the number of lan- 
Blages needed, differences in culture 
necessitate a special approach. 
requests to the company at 2001 
umet Ave., Chicago 16, III. 
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It Takes Only 

The Record Newspapers 
To Reach The Troy 
City Zone’s 

122,000 Consumers 


ABC Total 
Net Paid: 


42,393 
14° Per Line 


y | 


| 
| 
| 


THE RECORD 
NEWSPAPERS 


* THE TROY RECORD - 


* THE TIMES RECORD - 
TROY,N. Y. 


pe: ‘Leading Netional Advertisers," July 1947. 
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JERR ITORY CovERAGE 


The second in the triad of a sales- 
man’s major activities is the develop- 
ment and use of a scheme or plan for 
“working” his territory. Considering 
the presentation as the salesman’s 
product, he is now confronted with 
a problem in distribution which can 
be worked out along the following 
lines and which is based on the prem- 
ie of spending most of the selling 
time with the better b 

|. A territory is a group of minor 
markets, each one to be cultivated in 
acordance with its sales potential. 

2. Dealers, both active and _ pros- 


How To Sell To Dealers 


PART Il of an article in three parts 


What makes efficient territory coverage? Answer: Selec- 
e selling that concentrates on accounts of greatest 
potential, adequate time conservation, and systematic re- 
placement to offset the normal customer casualty rate. 


pective, should be serviced in direct 
ratio to their value as outlets for the 


line. 


3. The prospects list must produce 
a steady replacement of new accounts. 
4. Each unit in the territory should 
be worked completely. Pick it clean 
and forget about it until the next 


trip. 


5. Guard 


call-backs. 
6. Make Saturday selling time pay. 
Webster defines a territory as a 
pre-empted area, assigned to a com- 


mercial 


traveler. 


against 


A salesman 


time-wasting 


soon 


AN. te Tuly 1947 


learns that it is a complicated com- 
bination of towns and streets, of deal- 
ers in all sizes and types and a mystic 
maze that must be organized into an 
orderly array of work days. 

It is definitely not to be regarded 
as a single unit, but instead, a group 
of small territories—one differing 
from the other in all the variables 
of consumer purchases. People buy 
largely by race and native _back- 
ground. Trades and occupations have 
their effect. Income brackets play an 
important part. All of which dealers 
reflect, as mirrors of their customers 
wants. 

Because of these buying factors, 
even neighboring towns differ sharp- 
ly in their sales possibilities. In large 
cities, there are marketing districts 
but a few blocks apart, which vary 
greatly in their make-up. True, buy- 
ing centers tend to equalize them- 
selves; but there are only a few of 
these in every territory which, in the 
main, is comprised of secondary and 
third grade markets. 

The salesman who accumulates his 
territory sales, without knowing 
which units are producing the busi- 
ness, is doing a job about as effective 
as the sales manager who reports his 
national figures in one grand total. 
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SALES LOG: A simple record like this can serve as an invaluable control tool for the salesman. It shows at a 
glance how performance is matching potentials. Each market is numbered for identification, is graded A, B, or C. 
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ADVERTISE FoR THE YES” 


ACTION 


THAT GETS 


Sell through the pages that Top Management 


values more highly than any other publication 


HEN a policy-making executive 
in OK, the sale is completed. 
That is why so many alert advertisers 
today do their selling from the top 
down. 

That is why they place important 
schedules in The Journal of Com- 
merce. With the morning mail each 
day the J-of-C lands on the desks of 
top management in thousands of of- 
fices and plants. It is their good right 
hand. 

America’s most complete daily busi- 
ness newspaper is an authoritative 
voice on business and industry. 

Edited deliberately for the men who 
manage business and meet payrolls, 
The Journal of Commerce brings to 
its readers many exclusive profit-news 
features to be found in no other pub- 
lication. 

Its readers depend each day on its 
vital, up-to-the-minute business news. 
Each day they follow the J-of-C’s re- 


* * * 


A Few of Thousands of 
J-of-C Advertisers 


Kaiser-Frazer Corporation 
Commercial Solvents Corporation 
Corn Exchange Bank Trust Co. 
Mohawk Carpet Mills 
Armour & Company 
Burroughs Adding Machine Co. 
Firestone Rubber & Tire Co. 
Eastman Kodak Company 
New York Life Insurance Co. 


Royal Typewriter Company 


ports of buying and selling factors, 
prices and pricing, governmental and 
international influences, labor-man- 
agement doings and many other trends 
that will influence their own business. 

Thousands of presidents, vice pres- 
idents and other top executives pay 
$20 a year to read The Journal of 
Commerce. Its circulation represents 
probably the highest concentration of 
policy-making executives available to 
advertisers. 


Do you advertise a business pro. 
uct or service? A commercial or indw. 
trial commodity? A consumer proj. 
uct with a top-income market? 
you have an institutional messy 
for top management? Write or tek. 
o- for the Story of the J-of-{ 
Market and rate card. GET To 
MEN WHO DECIDE . . . IN THE Dall) 
THAT HELPS THEM DECIDE. 


THE NEW YORK 


Journal of Lommen 


53 Park Row, New York 15, \. ) 


TOP MANAGEMENT’ 
GOOD RIGHT HAN) 


aa =) || 


| 


See tae 


Intensive concentration of top management. 
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Neither can speak intelligently aDOUT 
she results nor plan for efficient cov- 
erage without a unit breakdown. 

Thus. the first of the principles, 
tlined above, resolves itself into 
chree objectives : 

| To divide the territory into its 
parate markets, grading them ac- 
ording to the sales potential ot the 
tal number of outlets in each. 
“Total” means: active, inactive and 
prospective dealers. ) 

? To set up a plan of coverage to 
spend the most and the most profit- 
le selling time in the top spots. 

3}. To call attention to neglect of 
‘ye minor units that can be made to 
oroduce a definite volume. 

Markets are rated for sales poten- 
ial both by the size of dealers in 
them and the pull on them from other 
nits. The Grade A group has most- 
ly kev accounts, with some good sec- 
The little fellows 
amot pay the rent; neither have 
they the capital to hold a Main 
Street location. But look sharp on 
the side street. Occasionally there 
will be a small shop, with small over- 
head, doing a whale of a job and a 
thorn in the side of the big operators. 
The Grade B type is comprised main- 
ly of the bread-and-butter accounts 
with the usual sprinkling of third- 
lass dealers. “The C markets are the 
bedroom areas, suburban sections and 
satellite small towns. In these the 
potential is limited. 

In every territory, there is a flux 
t buying power as large units pull 
ales from smaller ones. Major mar- 
kets stand out by themselves but, in 
others, care should be taken to in- 
clude supporting and surrounding 
towns too small for separate classi- 
fication. In that way proper value 
r assigned to each area. 


ndary dealers. 


Joe's 
ELECTRIC STORE inc. 17 
BUIL DING 


COMING Down! 


aa i 


At first, a salesman will have some 
difficulty and make some mistakes in 
breaking down his territory. But, 
atter he has charted his operations for 
a while as on the form recommended 
(See Page 81), these can easily be 
adjusted. 

It is not an elaborate report, needs 
no special print job. ‘Take the back 
ot the daily order report form or 
the cardboard which the laundry 
sends with a shirt and rule it up into 
squares. It can generally take care 
of six months’ operations. 

Number and letter the units as 
they are graded. Identify each by 
the name of the key town or section. 
Keep the grades together and enter 
in each unit the date on which busi- 
ness was written there. ‘hus, a sales- 
man has a record of his coverage to- 


CREAMERIES, CHEESE FACTORIES 


date and a distinct aid in making up 
his two weeks’ route lists. 

A study of this chart every week- 
end makes apportioning of selling 
time to the most profitable units a 
simple task. Yet, secondary and third- 
grade spots get their share of atten- 
tion. In fact, this progress report 
makes a pretty good hair-shirt for 
those who hate to hit the hard-pan. 

Note also the split days in the A 
groups. As indicated by experience, 
a salesman wastes a lot of selling 
time working key areas in the after- 
noon. Stores are busy; dealers are 
irritated by a man who keeps hang- 
ing on—samples and sales kit strewn 
all over the counter. Set up the spe- 
cial buyer appointments after lunch; 
better still, put the rest of the day 
in a close-by, slower section. Working 


x 


COAST-TO-COAST COVERAGE of 


3 


and CONCENTRATED MILK PLANTS 


This nation-wide group of basic active markets so comprehensively covered 
by the National Butter and Cheese Journal is one of the soundest, richest, 


and most able-to-buy divisions of the vast dairy industries. 


national publication you get national coverage of over 90% of the nation’s 
leading butter manufacturers, cheese factories, and condensed, evaporated, 
and dry milk plants . . . paid ABC circulation that counts where your 
advertising does the most good in plants that count. The National Butter 


and Cheese Journal offers you a select reader-audience carefully built 
up through 37 years of industry service . .. and an 
outstanding record of results for advertisers. 
for market data and equipment and supply needs in 
the thriving butter manufacturing, cheesemaking, and 
concentrated milks industries . . . makers of America’s 
indispensable dairy foods. 
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Switching a famous quotation from feminine to t 

: = aid vine 

masculine like this is hitting below the belt, and we extend ios 
apologies to everybody, especially Shakespeare. But it vill 
suddenly occurred to us how futile these oft-quoted words id 
" 

would be were the gender of the pronouns changed. 
qua 


Most men will agree that there is little 
infinite varicty in them. ‘Their stalwart dependability 


and lack of change, of course, is what most 


appeals in men to women. lor women go in for 


A 


\ ' } 
. - j & * i ij 
infinite varicty in a big way. f OLURD WASWALL 


4 ? 
A woman is always ready to enlarge her / NJ A 
living capacity —to grasp new things and translate | s 


them into living material for her and hers. 


Women find so much living material in the 


Journal that it has become a useful part of their lives. 


That is why more women buy and read the Journal 


than any other magizine with audited circulation. 
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.q dover-leat pattern like that, it 
- possible to get in three or more 
ning periods in each primary area, 
wechnique that will quickly prove 
< ylue in increased volume. 

The second principle stems from 
finite plan tor calling on dealers 
ording to their value as potential 
s¢ributors ot the line. Here we 
ake no distinction between active 
unts, prospects, and the inactives 
chat are orten neglected. 

Granted that “what we want is 
fers,” the second two categories 
st be cultivated just as much as 
he first, if a territory is to grow or, 
yrse, 11 it is not to be permitted to 
vecome seedy, through failure to ad- 
+ and clear up grievances that 
se an account to stop buying. 


Rhythm of Coverage 


[here is a rhythm of coverage that 
tsa man into his key dealers every 
rip. The secondary outlets are given 
good workout, where no order was 
slaed on the previous trip. Other- 
vise, the current visit is devoted to 
tecking on deliveries, displays, floor 
ales, personnel education, etc. 

The third and fourth grade stores 
we handled on a skip-stop basis. A 
wick presentation, a small deal sold, 
id there is another outlet in which 
to sell and create sales, as the con- 
wmer drifts to major trading areas. 

With that kind of a coverage, ac- 
ve accounts produce a steady vol- 
me; prospects ripen into dealers and 
nactives come back into the fold. No 
mger does the salesman wake up 
vith that well known Monday morn- 
ng wail of ““Wherinell am I going 
}go for an order.” 

Principle number three—the im- 
tance of the prospect—is the em- 
nyo of selling. A salesman who does 

t keep up his list of prospects o1 
ho tails to convert a steady per- 
‘tage of them into new accounts, 
vill soon face a declining volume— 
ind milking established dealers is the 

e road to that end. 

Ina 10-year cycle, about three- 
arters ot the retail dealers will go 


LANTERN SLIDES 


2x2" —3%"5 4" 
BLACK & WHITE, KODACHROME 
For Presentations 


Sales Meetings 
Television, etc. 


HAYNES-PROVOST STUDIOS 


18 EAST 41s¢ ST., NEW YORK 17, N.Y. 
Telephone: LExington 2-5579 
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out of business. While many of them 
are small, a substantial number is in 
the better grades. ‘This is a normal 
loss which is increased by the number 
ot those who stop buying because ot 
a grievance or other bad relations. 
Add to them the changing cycle of 
buyers in large department and chain 
stores, the sons with new ideas who 
succeed fathers, the partners who buy 
into a business and bring with them 
connections established elsewhere, and 
there is a problem for the man in the 
field that must be met with a con- 
stant infusion of new business. ‘This 


- 


Huth 


‘NASHY 


of a &$600.000.000 Market 


gives him the cushion he will need, 
while getting himself and his line 
adjusted to changes that have taken 
place in his established trade. 
Customers can be added to the 
list the year ‘round. The percentage 
of new business varies from about 
5% ot a man’s sales in the off sea- 
sons to 20% and more, as he cashes 
his earlier missionary efforts during 
the active buying periods for his line. 
Opening new accounts also has a 
stimulating effect on a_ salesman’s 
presentation. Besides the lift that he 
gets from landing a nice fat order 
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Tenn. Conservation Dept. Photo 


The tawny leaves of dark-fired tobacco now being cut in Robertson 
County, Tennessee, make that the largest tobacco-producing county in 
the state, and Springfield, the county seat, one of the leading tobacco 
markets of the nation. Robertson County is also the state's largest 
producer of wheat, and contains a number of important industries. 
The county is amply supplied with cheap TVA electric power. Robertson 
is one of the thirty-six counties of the Nashville trading area—the rich 
market blanketed by Nashville's two great newspapers. 


NASHVILLE CITY ZONE POPULATION ...... . 


266,505 


NASHVILLE MARKET POPULATION ...... . « « 920,843 


EVENING 


Represented by 
i eve 


"Nashville Banner The Nashville Tennessea 
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MORNING SUNDAY ~ 


NEWSPAPER PRINTING CORPORATION, AGENT 
The 


Branham Company 
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NEW JERSEY’'S FOURTH LARGEST MARKET 


une 
ayo! 
\\ B 


CANNOT BE SOLD 


FROM THE 


So complete is The BAYONNE TIMES coverage 
that no outside newspapers can compete in 
this wealthy market. The times daily reaches 
into 73° of Bayonne’s homes-delivers 66% 
more copies in Bayonne than all other Hud- 
son County and New York evening papers 
combined ...92% Home Delivered. 


THE BAYONNE TIMES 


ONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 W. LA SALLE ST., CHICAGO 


OUTSIDE 


SALISBURY 


16th in Population 
2nd in PER CAPITA 


GENERAL MERCHANDISE 
SALES in 


NORTH CAROLINA 
The SALISBURY 
POST 
Salisbury, N. Carolina 


Represented by 


WARD GRIFFITH COMPANY, Inc. 


“Copr. 1947, Sales Management Survey of 
Buying Power; further reproduction not 
licensed.’ 


nCCURATE, THOROUGH 


C\NPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 


fe 
5 1888 
©) Barclay 7-5371 


PRESS CLIPPING BUREAU 
165 Church Street, New York 7,N.Y. 
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it makes him use all the selling tools 
in his kit, sharpens up his attack as 
he fills in stocks of regular accounts. 
the final analysis, 
the life of a salesman on a territory 
and the volume he must maintain 
and increase are dependent to a de- 
gree on his willingness to “break 
new streets, to work outlying 
sections and small towns off the main 
line. Many a sales nugget has been 
panned a few blocks off Main Street. 

The toughest problem the sales- 
man has is the conservation ot his 
selling time. Normal traveling, de- 
lays encountered while a dealer waits 
on his trade, fruitless visits on 
and ‘‘busys’’—all serve to reduce to a 
surprisingly small amount the num- 
ber of hours spent in actual selling. 
It doesn’t take much figuring to esti- 
mate the further shrinkage, when a 
man butterflies around his territory 
and hops from one place to another. 

Having set up his pattern of cov- 
erage, a salesman should confine his 
efforts to one unit and cover all three 
classes of dealers. 


‘Therefore, in 


open 


“outs 


‘Too often, a man 
hits his active accounts first, gets a 
couple of turn-downs and heads right 
out of town with “this place stinks, 
but that soft-touch in the next town 
should be good for an order.” An 
automobile often gets a salesman 
around too fast as it makes it too easy 
for him to jump around a territory. 


Take Accounts as They Come 


With the very big accounts it is 
often necessary to set up appoint- 
ments, but in calling on the average 
class of trade, it is better to take the 
fat with the lean—old accounts, new 
stores and sore heads—just as they 
come. ‘The constant change of pace 
will keep anyone on his mettle. 

Possibly this type of operation does 
border on the peddler routine, but it 
certainly exposes a salesman to more 
chances of making a sale. It will 
surely increase selling time substan- 
tially and show progressively larger 
sales totals in each market. 

“See me again in a couple of 
weeks” is that tantalizing, time-wast- 
ing call-back that will put more miles 
on the speedometer than dollars in 
the order book. Salesmen have been 
known to make any number of calls 
betore landing that kind of order. 
‘Votal the traveling time which might 
have been getting 
through systematic unit coverage and, 
invariably, it will work to a sales- 
man’s disadvantage. 

A classic example is the department 
store order that one man was asked 
to get, regardless of the number of 
calls required. Actually, it took 19 
visits, averaging two hours each to 


used in orders 


get the order that was based. anvy 
on open to buy and a definite » 
centage of the previous year's } 
ness. ‘I’wo, possibly three calls 
erly spaced, could have accompli 
the same thing. 

In the other 32 hours, the 
man would have written over $3 
additional volume. He was ay 
ing $100 an hour during that buy 
period. 

The question has often been raj 
whether a man should break up} 
plan of coverage to go back for 
order. The answer is “Yes” 
vided he can nail it down to a ee 
cific time or a date that can} 
worked into his own program, 


Don't Fear Competitors 


Some men may be afraid compe 
tors will beat them to the punch, Pe 
haps it would be better to let % 
other fellow burn up the roads tog 
that kind of business, so that the sam 
amount of time can be devoted s 
making many more contacts, a 
right on the streets he considerate) 
left for your exclusive attention. 

Saturday is no time to spend loi 
ing for orders in key markets. Ofte 


it can be put to good advantage hail 


dling service matters, calling ong 


' | 
dealer's customer to close a sale, om 


doing all the odd jobs that cut int 
selling time during the week. 

Another good way to make Satw 
days produce is to work in the thir 
grade units, where the dealer is 1 
so busy. Here contact can be mai 
tained with one or two open accour" 
that act as barometers of busines 
that town or neighborhood. If th 
begin to show some activity on \ 
line, that is a cue to open up a coup 
of more prospects. Again, it can! 
demonstrated that a planned covera 
will make even the poorest sect 
produce its share of the load. 

To sum up then, here are thes 
jor advantages of a planned unit? 
unit territory coverage: 

1. Sales in the good markets ¢ 
not cover up inefficient work in th 
rest of the territory; nor are i 
areas permitted to level off becaw* 
they are good. 

2. New growth is consistently ¢ 
veloped; old business is preserved" 
constant salvage selling. 

3. Orders become by-products ' 
an objective program of distributie 


Part I (SM Oct. 1) dealt with the pr 
entation. Part III (SM Nov. 1) will de 
with salesmen’s personal records 4 
sales control. All three mapas 
combined in a single reprint for dist 
tion through SALES MANAGEMENTS Rea 
ers’ Service Bureau. They will be re 
about November 20. Price: 20c each: 
in quantities of 100 or more. 


parts will 
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‘0H, MR, ASLESON = 
(LL BET you SAY 
THAT TO ALL THE 
PRIZE WINNERS ! “ 


Ever taste spicy, melt-in-your- 
nouth mincemeat made from a 130- 
jear-old recipe? Ever watch a squat 
Hereford bull blink in the summer 
‘un over by the livestock ring? How 
ng since you've eaten hot dogs and 
otton candy and seen the trotting 
‘aces at a genuine county fair? 

It was all there-—just the way you 
picture it—at 99 county and district 
‘ars in Minnesota this year. 4-H 
arls with their prize garden vege- 

ables, canned goods and fancy 
“ork. Boys grooming fat sheep and 
“Ws and pure-bred calves. Folks 
~~. crops and prices and politics 

tt neighbors while the merry-go- 


What makes a newspaper great? 


round piped its tunes and the kids 
begged nickels for rides. 

And if you missed the fair, well 
you could always get Russ Asleson 
to tell you about it. 


Russ covered the Minnesota 
county fair beat again this season. 
He traveled more than 3,000 miles, 
mingled with more than 100,000 
residents of farms and farming com- 
munities. What he sees and hears 
about Minnesota rural life makes 
fascinating reading for both city and 
country dwellers who get their news 
farm-fresh from Asleson’s column 
in the Minneapolis Tribune. 


Says Asleson, “News of the 
county fairs, of the farms and of the 
small towns is as important to Min- 
neapolis Star and Tribune readers 
as news of the cities. Telling it is 
part of our job as reporters and 
spokesmen for the whole Upper 
Midwest.”’ 

In addition to his annual county 


fair tour, Russ covers the huge, 
fabulously productive farming areas 
of the Upper Midwest each spring 
and fall to get first-hand slants on 
farm conditions for the Minneapolis 
Star and Tribune, and to report 
current activities of the “‘millionaire 
in the furrow.” 


Through such devotion to the in- 
terests and accomplishments of all 
the citizens in all the Upper Mid- 
west, the Minneapolis Star and 
Tribune earn and keep the high 
regard of readers as able reporters 
of the news, and also as inspiring 
leaders and good neighbors. 


MORE THAN 


939.000 Sunday 
420.000 Daily 


in the 
UPPER MIDWEST 


Minne ap olis Star zzd Tribune 


°CTOBER 15. 1947 


JOHN COWLES, President 
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The product that quickly shows its value at the 
point of sale appeals to today’s efficient shopper. In 
addition to telling her what she wants to know about 
size, color, quality, price, etc., it often reminds her of 
a need or suggests a use—rings up the impulse sales 
that account for 38 per cent of purchases in super mar- 
kets according to a recent survey. 


Alert retailers throughout the country are realizing 
more and more the sales power of visibility; are prone 
to give Cellophane packaged products the preferred 
display spots. E. I. du Pont de Nemours & Co. (Inc.), 
Cellophane Division, Wilmington 98, Delaware. 


DuPont Cellophane 


Shows what it Protects — at Low Cost 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 
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Designing to Sell 


‘MALL ELECTRIC CASSEROLE: A product of the General 
clectric Co., it is designed for quick “one-dish" meals. 
Weighing 434 pounds, the cooker is light enough to be 
tied from the kitchen to the table, where it can be 
f sed as a serving dish. It is available in two models. 


PIL PRUF DESK SET: It is said that COMPACT CLOTHES-DRYER: ROYAL SCOT TOILETRIES SET: Sea- 
this modern ink stand will not leak even Made by the Trilmont Products Co., forth designed it for the man who 


t it is completely inverted. Comes it may be attached to the Trilmont travels. The shaving lotion, talc, and 
vith two interchangeable points. Made _— safety heater or set up separately. hairdressing preparation are packed in 
of sturdy plastic by Hamilton-King Co. It provides generous drying space. bright unbreakable Duralite containers. 


METAL CRAYON KIT: It incorporates a 
patented mechanism, which automatically 
ejects one crayon at a time. Educational 
toy is being marketed by Selecta Toy & 
Novelty Co. A sketch book is included. 


Are Collegians Warming Up 


Maybe. At least this idea is suggested in the results of 
a poll taken among more than 500 Commerce freshmen at 
Ohio State. But replies show more information is needed 


about sales careers — and 


Are students in the collegiate 
schools of business interested in selling 
as a career? 

At least two surveys which were 
reported in recent years seemed to 
indicate that not so many were inter- 
ested in such work as sales managers 
thinking about the future of their 
sales staffs might have desired. Many 
educators, and especially those teach- 
ing marketing courses, expressed seri- 
ous doubt as to the accuracy of the 
assertions made on the basis of these 
casual studies. Representatives of 
hundreds of national companies who 
visit the campuses each year seeking 
sales recruits were certain that some- 
thing was amiss, for they knew of 
the very real interest in selling on the 
part of seniors, at least. 

Within the last few weeks further 
evidence has been revealed and it 
does not entirely bear out the findings 
of previous studies which had been 
accepted by many as fully accurate. 
It was believed that if the thinking 
of freshmen men in a university school 
ot commerce could be obtained by 
means of certain questions which to- 
gether might reveal their attitude to- 
ward selling as a career, the results 
might prove to be significant. 

Accordingly a group of freshmen 
in one course in the Ohio State Uni- 


90 


potential earnings in them. 


versity College of Commerce and Ad- 
ministration were polled on the main 
attitude problem. Practically all the 
students covered were registered in 
Commerce and had thus chosen some 
form of business as their career, but as 
a group they had no commitment to 
selling. Many were planning to be 
accountants or transportation men, or 
to be engaged in production or per- 
sonnel activities. Still others thought 
of themselves as statisticians or finan- 
ciers. Many were undoubtedly pri- 
marily salesmen in their own think- 
ing. Many had made no choice other 
than the general field of business. 
Freshmen were chosen rather than 
upper classmen since they, it was be- 
lieved, represented a group with rela- 
tively open minds as to what field of 
business they might enter. 

The first question presented to 
these students was: If you were able 
to spend several years after graduation 
in the employ of a large, reputable 
company, manufacturing and distrib- 
uting its own products, how do you 
now rate your interest in the follow- 
ing departments of such a concern? 

They were then asked to check 
whether they would like, not like, or 
were undecided as to work in the pro- 
duction department, the operating de- 
partments (accounting, credits, fi- 


In Their Attitudes 
Toward Selling ? 


BY H. H. MAYNARD 
Professor of Marketing, The Ohio State University 


nance or ofhce or sales personn: 
work), or in the sales departmen: 
They were told that sales involve! 
travel, assignment to various location 
and personal selling to large user 
dealers, etc. Each student was als 
asked to give a reason for his vot 

The result was not only inform 
tive as to typical student attitude 
but encouraging for both educator 
and sales executives. The results a 
shown in Table I, page 92. 

It is clear that of this group « 
over 500 young men looking forwar 
to a life in active business a greatt 
number were interested in selling tha 
in either one of the other lines « 
activity. This is especially significant 
since during the high school or Am 
days of the group, the function 
selling and the importance of t 
salesman were definitely at a very lo 
ebb in public thinking. The produ 
tion man, the personnel executive, a 
the accountant received the glor 
while the salesman was too itt 
thought of as one who just did nut 
quite rate in modern business. Yet 
majority in this group wish to ente 
sales rather than any other form ' 
business. 

Reasons for the choice were th 
probed rather deeply by several # 
proaches. One revealed that the pm 
cipal reason for preferring a lite 
selling was the desire to travel # 
interest in meeting people, each # 
counting for about 40% of the pret 
ences. The most important of ™ 
scattered reasons was that “‘sales we 
is interesting.” Lack of interest ® 
selling was explained by aversion 
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FIRST FARM PAPER 
in MISSOURI and KANSAS 


FIRST in circulation 
FIRST in display advertising 
FIRST in classified advertising 
FIRST in total advertising 
FIRST in editorial service 


The Weekly Kansas City Star is the only Midwestern 
farm paper printed on high-speed newspaper presses... the 
only Midwestern farm paper giving farmers quick ‘informa- 
tion about laws, prices, market trends, flood control, im- 
provements in farm operation and other agricultural devel- 
opments—the only Midwestern farm paper that doesn’t use 
premiums to attract and hold subscribers. 


Advertisers can buy the circulation of The Weekly 
Star either in one bite or by state editions: 


SERSESTETTTTEITETTIZETE 
+ 


S5585 252855333 


RATE | E 

CIRCULATION PERLINE if 
Kansas Edition ......................131,740 70 cents 2B 
Missouri Edition ......... . .168,029 80 cents a 
Okla.-Ark. Edition......... .. 136,653 70 cents i 


Att, SOOTIOME....:........ 436,422 $1.50 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 
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436,422 Paid-in-Advanece Subseribers 
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TABLE | 
Preference of Commerce Freshmen 


For Line of Work after Graduation 


(expressed as percentage of the whole) 


Would like 


Production Control and Supervision 56% 
Operating Departments 39% 
Sales Departments 60% 


Undecided Would not like 
30% 14%, 
30% 31% 
18%, 22% 


travel and no interest in “liking to 
sell.” 

An analysis of the reasons given for 
liking or disliking work in the pro- 
duction departments or the areas clas- 
sified as “operating”’ were, in general, 
that production is interesting and that 
in it there is a good opportunity for 
advancement. ‘Those not interested 
cited the fact that factory work did 
not appeal to them as an interesting 
occupation, this thought perhaps 
growing out of previous experience 
by the student or by members of his 
family. One peculiar fact given for 
disliking factory work is “that there 
is too much responsibility.”” Interest 
in operating department; that is, ‘‘the 
office,’ was explained by previous 
favorable contacts and by the belief 


EXPLODED FANCY 


that this work offers good financial 
rewards. The tedious repetitive na- 
ture of some office occupations was 
emphasized, as was the lack of inter- 
est on the part of some students in 
“Just office work.” 

An analysis of reasons given for 
occupational attitudes is revealing: 

First, it should be noted that rela- 
tively few students recognize the 
difference in financial rewards. ‘They 
have not been shown the fact that, in 
general, salesmen earn more than do 
staff personnel. Operating in general 
pays more than does staff work. The 
students do not know that good sales 
records are certain to receive high 
financial rewards. 

Second, students’ reports do not 
show a careful analysis of the various 


Pulp fiction magazine readers have nothing but time to spend. 


‘ 


A'S. o-.. fs eS Ly 


‘Vir i ovo 


ESTABLISHED FACT Of the 12,750,000 readers of The Popular 


Fiction Group there are 500,000 pe 


ole in the prosperous socio-economic 


class, 1,350,000 in the upper middle and 6,050,000 in the middle or heavy 


buying class These facts are 


1udience tudy 


study. It's your key to 
42: 1 Street, f 


Jew York or 333 N 


1 new, untapped mass market 


established by Stewart, Dougall’s nationa 
of The Popular Fiction Group. Send for a copy of this 


Address: 205 East 
AA 


Michigan Avenue, Chicago. 


7HE Popular Fiction Group 


kinds of work and of the demangs 
and rewards ot each. ‘This may bh 
thought of as a reflection on our hj 
schools and the foo common lack ¢ 
useful guidance information. Othe 
experience with products of our his: 
schools leads the writer to belie 
that in them there is too often 
tendency to advise every smart 
that he should be an engineer, a Jay 
ver or a physician, and to sugges 
that those not so qualified might fin 
a chance in some form of busines 
‘Thus, there is a two-fold challeng 
One is to educators in our schoo) 
of business to give incoming fres, 
men adequate advice as to what for 
of business they are best fitted ; 
enter; the second is to sales executive 
to so direct their public relations jr 
formation in such a way as to ma 
the profession of selling more clear 
understood than it is today. 


Rating Sheet 


Another approach to the subje: 
was by means of a series of questia 
designed to discover student ratin: 
of a series of occupations or proié 
sions when measured by 13 factor 

The occupations listed: physicia 
salesman selling to tire dealers, book 
keeper, lawyer, life insurance sale 
man, worker in automobile facto: 
department store clerk. The que 
tions: Which (of the above occup 
tions ) 

1. Performs the greatest service! 
the public? (and least?) 

2. Has the highest standing int 
community? (and the lowest?) 
3. Offers the most opportunity ! 
advancement? (and the least?) 

+. Makes the most money? (3 
the least ?) 

5. Is the easiest work? (and 
hardest ?) 

6. Offers the most job secur 
(and the least ?) 

7. Is the healthiest 
(and the least healthy ?) 

8. Is conducive to the most mo 
life? (and the least?) 

9. Is conducive to the happ's 
family life? (and the unhappies 

10. Offers the most leisure 
for recreation, hobbies, etc.? (and' 
least?) 

11. Is best at winning friends 
influencing people? (and worst: 

12. Which one do you feel ® 
comfortable with when you have’ 
deal with him at his work? (ané' 
least ? ) 

13. Assuming you 
which line of work would you 1" 
have him enter? (and least 
have him enter?) 

Only a few results may be 
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DIRECT RESULTS from the DICKIE-RAYMOND 


IT COULD HAPPEN TO YOU... 

“It” being the lower-cost, lead-getting sales promotion 
responsible for the happy interest evinced by Fred 
Bowes, Manager, Advertising and Public Relations, 
standing) and Bill Smith, Sales Promotion Manager 
seated) of client Pitney-Bowes. The sweet statistics: 
cost per lead from a recent mail campaign was $1.64 
as against $2.05 in a similar promotion back in 1933. 
This, even though Graphic Arts costs have all but 
doubled in the last few years. All of which offers neat 
proof for our point that it’s not the money spent on 
the mailing, but rather the cost per lead that counts. 
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Whether you call them house organs or company pub- 
lications, the fact is that some are rather better than 
others. But all have a potential range and versatility 
difficult to find in any other customer or employee re- 
‘ations instrument. Modestly confessing to some virtu- 
o%sity along this line ourselves, we’ve brought applause 

and good will— to clients by keying house maga- 
aines to their special needs. Shown here: Spotlight Bulle- 
tin, for Safety & Maintenance Co., Inc., to give custom- 
rs tips on use of product; Boston El Co-operation, to 
keep employees in the know and happy; B&W Bus 
Ways, good reading for riders. 


CCTOBER 15 1947 


Ve Ae ee oR 


ETT TATE 


APBOOK 


quorescent J 
fixtures 


SPECIALTY OF THE HOUSE... 


One of them, here at D-R, is the organization and 
writing of catalogs designed to play up specialties of 
the client’s house. And for our skill in same, many a 
special note of congratulation and thanks has come our 
way. Sample quote from client Sylvania Electric Prod- 
ucts Inc., makers of fluorescent lighting equipment: 

. it’s not only the best fixture catalog Sylvania has 
ever had, but it is by far the best catalog in the indus- 
try.” Whence our proposition that if you’re thinking 
of stepping ahead of competition in vour industry, per- 
haps Dickie-Raymond can help. 


e 


Time was when busy people used to say “Let 
George do it.”” Now, for anything in the line of 
direct advertising— letters, folders, catalogs, 
booklets, surveys, and such aimed to influ- 
ence a selective market the word is “Let 
Dickie-Raymond do it.”’ For techniques devel- 
oped over 25 years bring in direct results the 
likes of which, they tell us, ‘““George’”’ never saw. 
Something we could do for you? Write on your 
business letterhead for a copy of “Things 
Every Sales Executive Should Know About 


Dickie-Raymond”’. Address: pickit-RaYMOND, 
INC., 521 FIFTH AVENUE, NEW YORK 17, or 80 BROAD 
STREET, BOSTON 10, MASS. 


There’s Only One 
DICKIE-RAYMOND 


DIRECT ADVERTISING, MERCHANDISING 
AND SALES PROMOTION COUNSEL 


Swing-O-Ring 
Loose Leaf Binding 


The pages stay in, without tearing 
out, because they are held by alarge 
number of closely spaced rings. 
New pages can be inserted in a 
jiffy. Binder backbone occupies less 
space than in 3-ring binders. Pages 
turn more easily and lie flat. 

Write us for name of nearest 
Swing-O-Ring licensee; and send for 
complimentary Swing-O-Ring bound, 
pocket size, memo book with flexible 
imitation leather cover. 


Swing- Ofing INC. 


Division of The Fred Goat Co., Inc. 
314 DEAN STREET «© BROOKLYN 17, N. Y. 


PUT PUNCH 
IN YOUR 
SALES MAIL. 


USE AHREND 
MAGNAGRAMS. 


PERSONALIZE 
YOUR STORY 
IN THIS TYPE. 


CALL MU 4-34 II 


D.H.AHREND 
333 EAST 44 ST 
NEW YORK 17 


presented and those only of greatest 
importance to sales executives. The 
students believed that of the profes- 
sions listed, the physician pertormed 
the greatest service to the public, 
while at the same time the place of 
least service was assigned to the man 
who sells tires to dealers! Bookkeepers 
and department clerks were 
given almost as low a rating as to 
community usefulness. 

Measured by opportunity for ad- 
vancement, the lawyer took the lead, 
but he was followed very closely by 
the salesmen of tires to dealers. ‘Thus, 
the students believe that the salesman 
is not of particular importance, but 
that he does have a chance to make 
a good economic future for himself. 


A Soft Job? 


The students believe that the 
physician and the lawyer make the 
most money; in fact, no other line 
of work was even close. Physicians 
and factory workers were believed to 
work the hardest, while over one- 
third of the group believed that the 
tire salesman had the easiest job of 
all but that the work of the life insur- 
ance man was almost as easy. 

On the final question, asking what 
line of work the student would choose 
for a son, the favorable vote was al- 
most equal for law, medicine and life 
insurance, with the work of the tire 
about one- 
half as many votes as did each of the 
other three professions. ‘The students 
voted, generally on this point, against 
factory work or department store 
selling, while the work of the tire 
salesman or that of a bookkeeper re- 
ceived a few scattered negative votes. 

It may be said that the results of 
this survey show a positive interest in 
sales work and not any great amount 
of aversion towards it. Certainly, 
they suggest that as boys and girls 
come into colleges from high schools 
there is a real interest in selling as a 
career. 

Further evidence of this fact is 
found in the popularity of the mar- 
keting curricula in the various schools 
of business. Although factual support 
cannot be here cited, a rather close 
knowledge of what goes on in uni- 
versity training for business allows 
the writer to state that in general the 
marketing curriculum is as popular, 
if not more so, than is any other spe- 
cialized type of training. In some 
schools marketing does not draw so 
many majors as does accounting, and 
in a very few it may be exceeded by 
management offerings. Over 500 
American colleges now have a basic 
course in the principles of market- 
ing, while over 300 teach at least 


store 


salesman receiving only 


one course in salesmanship, Expe: 
ence further permits the statemps 
that more marketing curriculum grad 
uates enter direct sales mork thy 
advertising, credits, market analy 
or retailing, the other vocational ¢ 
jectives of marketing training, : 

This article has thus far strey: 
the results of one survey of a lar» 
number of freshmen in one of the 
larger schools of business. But why 
happens to the student who finish 
his college work and takes a jg’ 
What is known about that? | 

It is regretted that as yet no x. 
thoritative long-time analysis has bey 
made, although one is now under wa 
in the school best known to the write 
When it is completed, we shall kno 
what jobs are held by men and wong 
who have finished the work in oy 
college in the last quarter centuy 
But in the meantime, certain bits ¢ 
partial or illustrative information a 
available. 


They Became Salesmen 


The report of the Placement Ding 
tor of The College of Commerce a 
Administration of The Ohio St 
University for July 1, 1947, lists 
positions recently taken by alumni¢ 
the college. Not all jobs taken we 
known, since reports of this kind 
characteristically hard to get fr 
alumni. But it is believed that: 
sample here analyzed is representat 

‘The report in question detailed’ 
newly taken positions. Of these 
were in statistics, 3 in transportat 
8 in production, 7 under the mist 
laneous classification, 11 in merch § Cp 
dising, 19 in accounting, and 23 we 
directly in sales or in sales trainin 
Yet we hear that college men # 
women do not look upon selling sf \ 
desirable career! ‘The proof ts th 
during a year in which demand ! 
college-trained young people far ¢ 
ceeded the supply, and thus afforiB 9 ¢ 


a high degree of freedom ot cho ate 
selling and merchandising posit oro, 


combined attracted almost one-halt F 
the entire number reporting. _ 

One other bit of evidence of 
nature is available. An_ analysis 
positions occupied by 247 stud ¢B 
who completed their work in the si stab 
college in 1946 and reported the and 
assignments, showed that again ©", p 
positions were of great importa! 
The sample shows that 35% o' 
young men and women entered & 
work, 20% became accountants, * 
10% went into retail merchands* 


—selling work. Air transporté 
or COL. af 
positions took another 10% © 


group, while production attra 
15%. Miscellaneous positions ae” 
for the other 10%. 
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3 we p the simplicity Of operation, sound reproduction, | 
“.» Mf Dicture CTI > , > 2c] ‘ _ eereseres F : : ° 

pairs pt oocsaaeta po design and construction of the | @ Available in Two Models: ! 

nen 2 WU, O° with any othe! 16mm projector. | Sound speed only and Sound-Silent speeds. Select | 

7 *‘} You be the judge. Make your tests with your own sound — | __ the model best suited to your utilization needs. | 
is t “ a a a Peg : 2 : i 
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In Canada: RCA VICTOR Company Limited, Montreal 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negrocs 
buy food, drinks, drugs, c-cmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
tace publications, the Negro’s’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstat> 
United Newspaners, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 
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by using 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


business news in the nation’s 
greatest industrial area 
— the Central West. 


Chicago Hournal 
of Commerce 


' in 
a Readership 


NUMERICALLY 
BECAUSE OF 
ACCEPTED 
EDITORIAL 
CONTENTS 


Building 
SUPPLY NEWS 


New Books For Marketing Men 


Practical Rules for Graphic Presen- 

tation of Business Statistics, by L. E. 

Smart, Ph.D., and Sam Arnold, Ph.D., 

published by Bureau of Business Re- 

search, College of Commerce and Ad- 

ministration, The Ohio State University 
Price $2.00. 


Dr. Smart is the Professor of Eco 
nomics, Dr. Arnold the assistant Profes- 
sor at Ohio State. They've collaborated 
on a practical book, in clear, precise lan- 
guage, built around the essential rules for 
correct construction of the most widely- 
used types for business charts. To make 
it easier, the rules are set forth in outline 
form with textual discussion reduced to 
the irreducible minimum. While the man- 
ual doesn’t attempt to give alternative 
practices it offers complete and easily 
followed basic instructions for making 
charts in accordance with generally ac- 
cepted standards. 


The Handbook of Selling, by Charles B. 
Roth, President, Charles B. Roth and 
Associates, Sales and Public Relations 
Counselors, published by Prentice-Hall, 
Inc. Price $5.00. 


In a brief preface Mr. Roth states that 
the one thing he’s never understood about 
Salesmanship is why so many writers 
and students of the subject persist in 
making it so complicated. Selling, thinks 
Mr. R., requires neither genius nor pro- 
found scholarship. It requires merely that 
the salesman learn to handle the situa- 
tions that are likely to come up. While 
some will object to the Roth premises, 
in his book this working-philosophy looks 
like common sense. 


The author has broken down his ma- 
terial into broad subheads, Finding and 


Classifving Prospects . . . How to avoid 
shutouts and stalls .. . How to make an 
effective approach ... How to stage suc 


cessful interviews and demonstrations, 
etc.’ A lively and uncondescending study 
on what makes a good salesman 


Operating Results of Department and 
Specialty Stores in 1946, by Malcolm 
MeNair, published by Harvard Univer- 
sity Graduate School of Business Admin- 
istration, Division of Research. Price 
$3.50. 


Departmental Merchandising Results in 
Small Department Stores, 1946, by 
Edgar H. Gault, Professor of Marketing, 
School of Business Administration, Uni- 
versity of Michigan published by 
tha: University. Price $1.00. 


Here are two excellent studies, both 
in paper-bound booklet form, on a simi- 
lar subject. Each is from an indisputably 
authoritative source, each by an excellent 
man. The Harvard booklet is the 27th 


consecutive annual study of departm 


and specialty store operating results, 
studies are prepared with the finans 
support and cooperation of the Nati 
Retail Dry Goods Association and 
become standard reference. The 
booklet is carefully indexed, is taby 
by months and for the vear. The} 


lets should be studied together for 


broad picture. 


Descriptive and Sampling Statis 
by John Gray Peatman under the edj 
ship of Gardner Murphy, published 
Harper and Brothers. Price $4.50, 


While this is an introductory text4 
for courses for either under-graduate 
graduate students in psychology and 
closely allied fields of education, cultuy 
anthropology, public opinion and ma 
research, its interest to advertisers 
business men cannot be under-estimai 


Peatman is the Associate Professor 
Psychology and Associate Dean of 
College of Liberal Arts and Sciences, 
City College of New York. He is 
president of Office of Research, Inc. Tet 
unusually comprehensive, covers both de 
scriptive statistics and sampling statistic 
with each part providing sufficient mate 
rial for a semester course in that phas 
of the subject. 


Not a book to be skimmed through 
but one to be digested slowly and used 


as a reference. 


Marketing by Manufacturers, Charles! 
Phillips Ph.D., LL.D Published by Ric 
ard PD. Irwin, Inc. (Second Printing 
Price $5.00. 


This is a huge book containing special 
chapters and sections by important indue 
trialist. (including Dr. Lawrence C 
Lockles of E. I. du Pont de Nemours 4 
Co., lac. and Robert T. Browne of Pills- 
bury Mills, Inc.: and educators .-- - Ds 
Harry Tosdal of Harvard and Dr. Ralp’ 
Alexander of Columbia. Each we 
about the phase of marketing whic) * 


his specialty. 


The book should prove valuable t 
manufacturer through serving as 4 chee 
list of the areas in which policy decisi® 
must be made. It contains an over 
picture of our distribution structure : 
manufactured goods, together with so" 


data on the cost of distribution. 
Part Two is devoted to an examina 
: . ‘ with 
of the major marketing areas 
which a manufacturer must ene 
policies. Other sections deal with § 


diverse subjects as analysis of the 

from conception and design throug? ° 
: a eit 

its channels; marketing in foreig® 


kets, ete. 


SALES MANAGEMEN 


Whether soap’s your product—or cereal or 
shoes—it needs a touch of the dramatic to 
become the people’s choice. 

To fill this need—and fill it well—you’ll find 
the most effective means in films. They bring 
teal “theater” to a sales presentation . . . put 
any product in a bright dramatic light that 
can hardly fail to win favor. 


For films alone enable you to tell your sales 


Business Films 


... another important function of photography 


story within an absorbing plot—with the im- 
pact of pictures...color...action... sound. A 
story that has showmanship—that sells. 


Real need for showmanship today. With 
more and more products competing for atten- 
tion, you need a selling medium with dramatic 
impact—films. And films are ready. Production, 
projection, and distribution technics were never 
better ... and the help of a commercial film 
producer can be readily obtained. Call him in! 


Eastman Kodak Company 
Rochester 4, N. Y. 


—~ Kodak 


ADVERTISING! 


\ on! | 


AS ADVERTISED. 
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FOOD STORE MERCHANDISERS 
USING ACB RESEARCH SERVICE 
eee 


A-penn Oil Co. oil propucts 
American Home Foods, Inc. CLAPP's BABY Fou 


Armour and Company Armour MEATS; MAYRON 
MARGARINE; CLOVERBLOOM BUTTER; STAR CANNED MEATS 


The Best Foods, Inc. nucoA E. 
Calavo Growers of Calif. cALavo avacans Los A 


Calif. Desert Grapefruit Industry Board 
EATMORE GRAPEFRUIT Mant 


Calif. Hawaiian Sugar Refining Co. Osea 


Campbell Soup Company sours; roms me & W. F. 
TOMATO JUICE; FRANCO-AMERICAN PRODUCTS 


Colgate-Palmolive-Peet Co. 8 wl 
CASHMERE BOUQUET; COLGATE DENTAL PRODUCTS; CRYSTAL WHE 

CUE; HALO; KLEK; OCTAGON SOAP PRODUCTS; PALMOLIVE sour, fm Neti 
SHAVE CREAM; PEETS GRANULES; SUPER SUDS; VEL; VETO Hu 


College Inn Food Products Co. 
COLLEGE INN PRODUCTS 


The Drackett Co. DRANO; WINDEX; AND GARIE 


General Foods Corporation posi Poni 
MAXWELL HOUSE; SANKA; GAINES DOG FOOD 


The Great Atlantic & Pacific Tea Co. 
MARVEL BREAD; JANE PARKER; BOKAR, 8 O'CLOCK, RED CIRCLE COFFE Proe 


Nati 
Nest 
mene’ 
Economics Laboratory Inc. soilat Nort 
TSS¥E, 
Pillst 


Guittard Chocolate Company my 
CHOCOLATE & CANDY % A 


Haas Bros. = TRUPAK FOODS Qua 


Holsum Products Divisiori 
HOLSUM; PEANUT CREME; PEANUT CRUNCH 


Pun 
Wm. 
"The ‘Junket' Folks” jUNKET PRODUCTS Wm, 
Wor 


Kelling Nut Company 
CONTINUED NEXT COLUMI-? 


SALES MANAGEMEN BOC 


eps food store advertisers 


RS 
CEs 


AL WHITE 


Co. 
LE COFFE 


Kellogg Company = KELLOGG PRODUCTS 
Kirkman & Som SOAP FLAKES; POWDER; AND CLEANSER 


lever Brothers Co. 
Wnt, GOLD DUST POWDER & CLEANSERS; LIFEBUOY; LUX FLAKES; 
(MU TOILET SOAP; RINSO; SILVER DUST; SWAN 


Ubby, McNeill & Libby sasy F000; FRUIT COCKTAIL; 
TWWATO JUICE; FRUITS AND VEGETABLES 


Thos. J. Lipton Ime. LIPTON SOUP MIXES; TEA 


W.E. Long Co. BAKERY PRODUCTS 


los Angeles Soap Co. WHITE KING SOAP PRODUCTS; 
WARA PINE SOAP; RAMONA SOAP 


Manhattan Soap Co. Inc. SWEETHEART; BLU-WHITE 
Oxar Mayer & Co. MEATS 
W.F. McLaughlin & Co. MANOR HOUSE COFFEE 


Minnesota Valley Canning Co. niBitts; 
A MAIZ; MEXICORN; GREEN GIANT 


National Biscuit Co. W.8.C. CRACKERS; UNEEDA BISCUITS 
WK ONE DOG FOOD; NABISCO; SHREDDED WHEAT & SHREDDIES 


National Oil Products Co. vitEx 


Nestle’s Milk Products, Inc. 
HESTLE'S EVAPORATED MILK 


Northern Paper Mills NORTHERN TOWELS, TOILET 
TSSUE, NAPKINS; GAUZE 


Pillsbury Mills Ime. PILLSBURY FLOUR; PANCAKE FLOUR, 
WO SHEEN CAKE FLOUR 


Procter & Gamble Co. AMERICAN FAMILY FLAKES; 
GwiY; CRISCO; DASH; DREFT; DRENE; DUZ; IVORY FLAKES; IVORY 
HOW, WORY SOAP; KIRKS HW; LAVA; OXYDOL; PRG SOAP; SOAPADE; 
MK AND SPAN; SWEETEX SHORTENING; TIDE 


Waker Oats Co. QUAKER PUFFED WHEAT AND RICE 
MANES; AUNT JEMIMA; MUFFETS; MOTHER'S OATS 


Wm. $. Seull Co. — poscut coFFEE 


Wm. Underwood Co. UNDERWOOD'S CANNED FOODS 


Worcester Salt Co. ivory & WORCESTER SALI 
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iinect this potent selling power! 


...gives current, detailed, data on your adver- 
tising support and competition in 1,393 cities 


ACB reads every advertisement appearing in all U.S. daily and 
Sunday newspapers. This includes retail grocery store advertising. 
There are 325,000 such stores in the 1,393 cities covered by ACB. 


Food merchandisers need to know the kind and extent of tie-ins 
the grocers give their products (or their competitors’ products); 
how much competitive national advertising is being released in 
various territories, etc. ACB detailed Reports will tell them! 


From each daily newspaper, ACB pulls tearsheets of all advertising 
you specify as of interest to you. These are then compiled into a 
concise typewritten report. With this ACB Report at hand, what 
had seemed to be a scattered and complicated advertising picture 
now becomes coherent and clear. 


With ACB Reports, the potent sales power of “localized” news- 
paper advertising can be directed nationally with ease and certainty, 


ACB Services are used by merchandisers in all lines. Cover large or 
small territories on a continuing or short-term basis. 


SEND FOR FREE ACB CATALOG! 
Describes 12 ACB Newspaper Research Services 
including: Dealer Tie-in Reports; Specified Tearsheets; Dealer 
Advertising Allowances, Schedule Listings; Scrap Books; 
Mat Analysis; etc. Gives details of cost, coverage, 
and list of users. WRITE TODAY. 


538 S. CLARK STREET 79 MADISON AVENUE 16 FIRST STREET 
CHICAGO (5), ILLINOIS NEW YORK (16), NEW YORK SAN FRANCISCO (5), CALIF 


a F sock ‘ 


7 


DVERTISING 
CHECKING BUREAU 


saga 


OUT OF THE HORSE’S MoUTH Gy 724 


GF 
7 

= 
a" 


If you, too, missed the news that Baltimore is 57,620° 
families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the News-Post total 
circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 


FOR 1947, MORE THAN EVER, IT’S THE 
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Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
- SALES MANAGEMEN 


‘ pet in Baltin, _— 


When it comes to recognizing the annual report as a dynamic public 
Jations medium, more and more companies are getting on the beam. This 
: indicated by the annual survey of 1946 financial statements recently 
mpleted by Weston Smith, business editor of Financial H orld. 


In this, the publication's 7th survey and contest, some 3,500 booklets and 
umphlets, each designated as an annual report, were submitted. In all, 
730 reports survived the initial judging. Of this number 758 or 43% 
vere rated as “modern” and 526 or 30% were classified as “improved.” 


The reports in this ‘‘modern’’ group were turned over to an independent 
rd of judges for their selections of the “Best In Industry” awards in the 
jor industrial classifications. Dr. Lewis Haney, professor of economics, 
New York University, again acted as chairman. Assisting him were Glenn 
miswold, publisher of Public Relations News, Sylvia Porter, financial 
itor of the New York Post; Lester Tichy, industrial designer and archi 
t;and Elmer Walzer, financial editor of United Press Associations. 


is the result of their findings the following awards were pre 
cited at the Financial World Annual Awards Banquet on 
day, October 10th. 


Best of all industry ; gold “oscar” 
Missouri-Kansas-Texas Railroad Co. 
(Winner for the best in all transportation) 


2. Best of all manufacturing ; silver “oscar” 
Electric Boat Co. 
Best of all public utilities ’ silver “oscar” 
San Diego Gas & Electric Co. and Seattle Gas Co.—tied 
+. Best of all consumer products silver “oscar 
Eastman Kodak Co. 
Best of all financial : silver “oscar 


Franklin Square National Bank 


Diamond Match Lifts Dealers’ 
Sights on Sales Potentials 


Based on an interview with VICTOR R. KENDALL * General Sales Manager, Diamond Match Co, 


The average retailer thinks of matches as a "chicken feed” 
item. Now he's told that the average person uses 14 lights 
per day. And he's being asked, at the same time, if he 
is getting his share of business in this sizable market. 


“Shucks, you can sell just so many 
matches.” For many years the compla- 
cent jobber has been content to fall 
back on this old dodge whenever the 
manufacturer's salesman nudged him 
about increasing match sales. 

Naturally the 
Match Co., Chicago, has never ac- 
But straight 
talk seldom changes a jobber’s or re- 
after 


enough, Diamond 


cepted this reasoning. 


tailer’s mind. So this spring, 


several years of research into every 


phase of the match business Diamond 
launched a new sales program to 

prog 
overcome this lethargy. 


The new plan—which is producing 


COMPUTES POTENTIAL: Wholesalers and dealers determine their right- 
ful share of match sales simply by dialing for the answer themselves. 


results—is called the ‘Potential Sales 
Idea.”’ It revolves around two sales 
computors, one for the wholesaler 
and the other for the retailer. 
These computors operate on the 
well-known principle of using a set 
of known market statistics as a base 
for dialing for their companion fig- 
ures. The computors, of 
course, are devices for the 
jobber or his retailer to 
figure out for himself how 
many matches he should 
sell per year. Diamond 
doesn’t set the quota; job- 
bers and retailers now do 
it themselves. This is how 


4 
“L—D> USED 
( 4 \pay ay | MONTH 
’ EE, § 7 


the computor works: The dealer esti. 
mates the number of families he 
serves. He then figures 3.78 persons 
to each family. He then multiplig 
this figure by 14, the average number 
of matches used by each person daily. 

For example, if the dealer has 378 
customers he can tell by a quick flick 
of a finger that these families will 
use 68,040 kitchen match lights per 
month, or 1.5 cases; that on an aver- 
age they will use 34,020 penny match 
lights per month, or 1.1 cases; that, 
probably to his astonishment, they 
will use 56,700 book match lights per 
month, or 1.1 cases. In all, that means 
that the families he serves will use 


<< 


Prepared 


DIAMONI 


WHOLESALERS 
ANALYZE THE 


NO. OF FAMILY CUSTOMERS 
100 SERVEO BY THE RETAILER 


‘A S TOTAL NUMBER OF PEOP 
378 SERVED BY THE RETAILER & 


AV. NO. LIGHTS USE 
PER PERSON. PER DA 


Phy KITCHEN MATCHES 
\ PENNY MATCHES 
BOOK MATCHES 


TOTAL ALL TYPES 


\ 


Mat. 


* 


AV, TOTAL CASES USED 
BY RETAILER'S FAMILY 
CUSTOMERS PER MONTH 
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51,890.56, 
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4 UR advertising gets more readers 
per thousand circulation 

in POPULAR MECHANICS 
because our readers — 


having the EM. Mind 
read ads deliberately 
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Tose anything men buy.. REACH THE 
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*80.7% of the farm families 
at the Top of the South 
own their farms. 


* In the territory served by the SOUTHERN PLANTER, you will find 
more farmers who can make major investments and permanent improvements. 
That's because 80.747 of them actually ow» the land upon-which they live and 
work. The modern Southern planter is not a sharecropper. He is willing to 
spend a lot of ready cash these days on thousands of things which make farming 
more productive and farm living more pleasant. He can afford your products 
because here at the “Top of the South” the farmer no longer depends upon 


In SOUTHERN PLANTER Land there is a cash market 


every month of the year. 


More of these top farmers read the SOUTHERN PLANTER than 


any other farm paper. For 107 years, this paper has been a welcome visitor in 


one cash crop. 


the homes of rural people from the Mason-Dixon Line through the Carolinas. 
America’s oldest farm journal has consistently pioneered every improvement 


that has made farming in this area a two billion dollar business. 


sales will carry important weight in the pages of the 


Your 
SOUTHERN PLANTER. Let us furnish you with valuable data on this 


rich market. 


inessage 


Write: SOUTHERN PLANTER 
Richmond 9, Virginia 
or 
441 Lexington Ave., New York 17 
333 N. Michigan Ave., Chicago 1 


& 
SERVING THE TOP FARMERS AT & 


7éQuTHERN or 
PLANTER 


America's Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 


3.7 all 
month. 

“Check your books and see if yo 
are getting your portion of this bus. 
ness”” he is told. 

Very often the dealer learns thy 
he is getting only a small percentage 
of the business that is logically his 
This is especially true if he is no 
stocking all three kinds of matches 
kitchen, penny and book. 

‘To drive this lesson home, the Dia. 
mond Match Co. has built a souné 
slide film with 197 frames. It 
shown to groups, usually jobber sale. 
men, to plant firmly in their mind 
the story they are expected to tell 1 
the dealers and buyers on whom the: 
call. The story is told with sound 
The company has standardized, using 
an Illustravox projector. The slid 
film was made by Haig & Patterson 
The film is run off in 20 to 25 min- 
utes. Usually the entire presentatio: 
takes about an hour which include 
a short talk and a question and 
answer period. 


What Tom Says fo Bill 


The slide film is built around tw 
characters: Bill, a match salesman 
‘Tom, a grocery jobber. Samples o: 
dialogue follow: 

Bitt: On a basis of this national 
average, the 264.370 people in you: 
trading area are now using 2,64 
cases of match lights per month... 
divided into kitchen, penny and book 
matches. 

Tom: 


cases of type matches per 


Are 


figures broke: 


your 
down by kitchen, penny and books: 
Birt: Yes, in vour case, 1,0) 


cases ot kitchen, 794 cases of penn 
and 794 cases of books. That add 
up to the total potential match ligt! 
sales in your area per month. 

Tom: Do you mean that there 4 
more penny and book matches bem: 
sold and consumed here than kitche 
matches ? 

Bitt: Exactly! 
through 


And they are @ 
going distributor 
hands. 
a . e 
lon: Yes, but aren’t most of thes 


with cigars 4 


SOME 


books given away 
cigarets ? 

Bit: ‘Tom, listen to this . . - 
marketing study is full of tacts # 
figures about book matches. But 
from your standpoint it figures do" 
to this. . . The give-away match 
a minor factor. ‘The sale of 
matches is the biggest thing that ™ 
hit the match business in years ™ 
the grocery jobbers have let this bus 
ness slip by them. For instance, on 
out of four doesn't even stock 0 
matches while all of the chains @ 
nine out of 10 drug jobbers do. Ai 
in the retail field nearly half ot © 
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book 
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Some Light on Matches 


Today, each one of us will strike 14+ matches. As an “average” 
user, we ll light six wooden kitchen matches of the strike-anywhere 
variety. Another three will be of the kind bought in penny boxes. 


Five will come in “‘books.”’ 


In this way, the Diamond Match Co. translates the billions of 
matches struck each year into understandable figures. It’s part of the 
plan behind selling the wholesaler 


Sales Idea.” 


Generally speaking, we think of book matches as a give-awa\ 
itm. Women smokers, however, have changed all that. 
habit, buys his cigarettes by the pack, getting a book of matches over 
the counter free with each purchase. 
usually buy their cigarettes by the carton. ‘That means they must 
buy their matches; they usually buy a carton at a time. 


By questioning thousands of people Diamond has found that 
51.9% of pipe and cigarette smokers prefer book type matches, but 
that only 14.8% get all of them free. Most retailers offer matches 
Women, especially, want book matches for -the 
living room, for bridge parties, and when serving cocktails. Through 
the simple expedient of checking sales outlets, Diamond Match has 
found that hundreds of thousands of match outlets, especially grocers, 
are overlooking the book match business entirely. 


two books for Ic. 


and retailer on the ‘Potential 


A man, by 


Women, on the other hand, 


rf book 


hat Be 


ars a 
his bus 


nee, 0 


udependent retail grocers don’t stock 
ooks while every chain and almost 
ne out of 10 druggists do. And 
iknow what a good retail profit 


‘us item carries when sold by the 


ton. Now let’s figure your own 
stuation in matches. I have here 
ur average purchases of matches 
‘or the past 12 months . . . Kitchen, 
»; penny, 32; books, 18. So your 
mthly average has been 106 cases. 
Tom: Huh! There’s something 
ong here! 
Atter that a discussion follows as 
0 how to arrive at the proper share 
' the business, considering compe- 
‘ton, that the house should sell. Bill 
troduces the Diamond Match Com- 
ny s “Retail Survey Sheet’ and 
plains how it is used when calling 
retail customers. 
A typical example, a grocer serv- 
£100 family customers is used, and 
img the “calculator” his potential 
‘arrived at. Bill explains: 
That's what his own customers 
‘Now using and he is just as much 
titled to that business as his com- 
‘titors are, 
Tom: I’ve got the idea! When 
‘total all our salesmen’s surveys 
‘will be able to fill in this column 
‘it will tell us what the potential 
“onthly match sales are for the re- 
“ts we call on. 
iL: Exactly! Then you can de- 
“how much of this potential busi- 
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ness you will go after and we can 
fill in this fourth column, “Our First 
Objective.” 

‘Tom: I wish there was some easy 
way my salesmen could get the story 
to their accounts. No 
listen to a lot of figures. 

Bit_: ‘Tom, that’s where | think 
Diamond Match has made a real 
contribution. We can show your men 
a practical way to do it. 

As a result Tom arranges for Bill 
to hold a meeting on a Saturday 
morning with his salesmen. ‘The film 
tells, with pictures, how the jobber 
salesman can tell his story to the 
dealer. It ends up with each sales- 
man being given a Diamond Retail 
Match Calculator and a descriptive 
booklet, “A Wheel of Match Knowl- 
edge.’ With it is an estimate of the 
match sales potential in his own retail 
territory. “hen they are told: 

“We want to help each retailer 
start doing what he should be doing 
on matches. 
regular schedule of minimum. ship- 
ments of the proper assortment of 
kitchen, penny and books, so he will 
have in stock the kinds of 
his customers are using. 

“Next, 
Grocer, 


grocer will 


So, let’s put him on a 


matches 


let's say to him, ‘Mr. 
the next step is up to you. 
Let your customers know that you 
have the kinds of matches they are 
buying. Push carton sales. ‘That’s 
the way to build volume and profit. 


The “Horizontal Man’ 
Of the Business Market 


by Newman F, McEvoy, 
Newell-Emmetit Co. 


My point is simply that you can miss a 
lot of prospects in the business market if 
vou use only vertical papers. So, with 
apologies wherever due, I’d like you to 
consider the “horizonal” side which every 
business man has. 

I give you my friend Bill as a specific 
example. Bill is a small manufacturer in 
a small city. He makes the balls which 
go into ball bearings. 


Bill has his vertical side, of course. He 
reads Mill «> Factory as regularly as he 
brushes his teeth. Also, a trade associa- 
tion paper. 

But, beyond this, Bill finds he must read 
Nation's Business to keep up with the 
general picture of business. (It could just 
as well be any other general business 
paper to make my point.) 

Bill has a lot of friends in all kinds of 
business. They talk business problems 
as naturally as women gossip in the line 
at the Safeway Store. Most of the men, 
like Bill, seem very well informed on 
products and = services entirely outside 
their own daily work—everything from 
office equipment to labor relations. 


One of the reasons men look to Bill, he 
says, is actually for the information he 
collects from Nation’s Business. 
There you have my idea of the horizontal 
life which Bill leads, in addition to his 
vertical life at the office. 
If you want Bill to talk about your prod- 
uct or service in his business community, 
then you have to advertise in a horizontal 
paper. This is a plus value which may 
be worth more than all the direct pros- 
pects which you can reach through hori- 
zontal papers. 
Remember that guys like Bill are the 
spark plugs for 3,726,000 businesses in 
several thousand business communities 

and their s/orizontal lives play a 
big part in the making of many billions 
of dollars of business market purchases. 
So, plan your business campaign to reach 
Bill vertically and horizontally . . . to 
reach as many Community leaders like 
Bill as your budget will allow. 

; * * * 
This column is sponsored by Nation's 
Business to promote the use of a “mass 
technique” in selling the business market 
of America. 
Four leading general business magazines 
in the general business field which offer 
you a combined circulation of 1,310,000 
executive subscribers. The combined rate 
for a black-and-white page in all four 
papers is only about $9,725—for 1,310,000 
pages a month, over 15 million pages a 
year! 
January '48 


net paid B& W 
Circulation page 
Nation's Business 600,000 $3,000 


United States News 300,000 2,400 
Fortune 235,000 2,750 
Business Week 175,000 1,575 


We'll be glad to give vou case histories 
of advertisers who have found such 
“mass” selling profitable. Nation’s Busi- 
ness, Washington, D. C. 


(Advertisement) 
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Good displays will help and Diamond 
is furnishing display pieces of various 
kinds.’ 

“Tt won’t take much promotion 
for, remember, all we are asking of 
the retailer is that he go after the 
business he is now missing from his 
regular customers. All we are asking 
of each of you is that you help your 
retailers get for us the business we 
are now missing. Take the minimum 
and assign it among your accounts. 
Set it up on a weekly or monthly 
basis and keep your dealers stocked 
on that basis. 


A Remarkable Aid 
to Modern 
Salesmen 


* Convenient 


* Economical 


“Then, as we get rolling, we will 
discover what our real match sales 
potential is . . . and lay our plans to 
get the percentage of the business 
in this area we ought to have.” 

‘“There’s nothing new about set- 
ting up sales potentials in territories,” 
explains Victor R. Kendall, general 
sales manager. ‘‘For years every com- 
pany has set up some sort of loose 
figure as an objective for its sales 
force or as a basis for establishing a 
branch or agency. Diamond’s ‘Poten- 
tial Idea,’ however, is novel in the 
fact that an almost perfect degree 


of accuracy has been accomplishe; 


It is different in that Diamond do« 
not figure out the individual retailer. 


With the mechanics y 


potential. 
have devised he does that job himsel; 
We merely show him how to do }: 

“Nuch care has been exercised ; 
working out the presentation of th 
Potential Idea to retailers. Nothin: 
is left to guesswork, no scare tal 
about prices, no promotion talk. p 
long columns of confusing figure 
and, actually, in the strictest seng 
no selling. The plan is designed : 
appeal to the retailer as a simpk 
down-to-earth analysis of the mate 
business and his share of it. Tes 
have shown that it takes considerab! 
less than five minutes to explain th 
plan. 

“The Potential Sales Plan wa 
conceived as a distinctive service t 
Diamond customers. We do not i 
tend it as a flash-in-the-pan prom 
tion scheme, nor did we design * 
with the idea of doubling sales ove: 
night. Rather, it is a_ permanen 
sales procedure for the company.” 

Since the program was started ¥ 
meetings for jobber salesmen we 
held prior to Sept. 1. It is expecte 
that 200 will be held by January 
Attendance has ranged from eight: 
SO. 


The New DUAL SPEED 


MOVIE-MITE 


Projector for both Silent and Sound 16mm Films 


Portable . . . weighs only 27! pounds, complete. Single case 


contains everything needed for complete show—projector, 
table top screen, speaker, cords, take-up reel, and has extra 
space for lamps and incidentals. 


Ideal for smaller group showings. Larger, standard screen 
may be used for larger audiences of 80-100 people. Shows 
perfect picture 6 ft. wide in darkened room. 


Movie-Mite is made of best quality die-cast and precision 
machined parts. Simplicity is the outstanding feature. In 
threading, only one moving part need be operated. Show 
can be on the screen in 3 minutes. 


Write for 

illustrated 

folder : 

giving : ! Fast power rewind . . . adjustable 

complete tilt. . . quickly adjusted framing device . . . utilizes a single, 

details. inexpensive standard projection lamp for both picture and 
sound projection no separate exciter lamp necessary. 
Durable plywood case, leatherette covered. 


Reel capacity 2000 ft. 


Universal, 25-60 cycle—A.C. or D.C., 105-120 volt operation. 
Miniature amplifier tubes. Convenient dual speed control 
switch. 


A Re-Use Package: After” 
Missus gets her new General b* 
tric heating pad home she docs) 
throw away the carton—she us § 
for a knitting bag. Put five of ® 
cylindrical cartons under a tent® 
G-E has a “Carousel” point-of4 
display, taking up one-third the ™ 
amount of display space. 


SEE YOUR INDUSTRIAL FILM PRODUCER 
FOR DEMONSTRATION. 


‘ - / . aff ah 4), MA 
MOVIE-MITE CORPORATION 
1105 EAST 15th ST KANSAS CITY 6, MISSOURI 


SALES MANAGEME 


ATTRACTED 
BY 
OUT-OF-DATE 


“FIGURES 2?” 


America’s 3rd Market 


ADVERTISING 


Philadelphia Doily Newspapers Six days only (exclusive of Sunday) 
AHRES 1H RUNORED THOUSANDS 
10 


276,851 


DAILY 6 DAYS 
SOURCE MEDIA RECORDS 


1947 
1" 6 MONTHS 1" 6 MONTHS 


It’s a famed woman’s prerogative...to change her mind. 
And in Philadelphia she’s changed to THE INQUIRER! That’s 
why, today, in advertising directed to women...as well as 
in total advertising, THE INQUIRER is first. To win sales and 
win women in Philadelphia, put your advertising in the 


paper that is out front in popularity...and out front in 
PRODUCTIVITY ! THE INQUIRER! 


| PHILADELPHIA | TELL IT THE MORNING...TELL IT UN 


bees, Che Philadelphia Mnguirer 


SUNDAY ...OVER 1,000,000 


YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
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The Department Store Buyer— 


And How to Reach Him 


BY JAMES C. CUMMING 


He's called a ‘'buyer,”’ 


Vice-President, John A. Cairns & Co. Inc. 


but his title is misleading. He's 


' ee 
really a manager. He's planner, promoter, advertising 


man, sales analyst. He must think ahead, and he is more 


interested in profit performance than in gross sales volume. 


It may seem superfluous to many 
manufacturers to enter into any pro- 
longed discussion of ways to reach 
the department store buyer. Chances 
are you already know quite well the 
whom you are particularly 
Your salesmen call upon 
them regularly. ‘They drop in at your 
showroom from time to time. But do 
you really know what the buyers do 
with most of their time? Are you 
familiar with their major problems, 
and do you understand how you can 
help them with those problems ? 

Most large department stores rec- 


ones in 
interested. 


ognized years ago that the term 
“buyer” was a definite misnomer. 


Macy's and a few other stores went 
as to call their buyers by the 
more correct name of ‘‘department 
manager,” but most retailers, while 
admitting that buying constituted 
very small part of the buyer's duties, 
let well enough alone and continued 
to call him a buyer. 

If the buyer doesn’t spend his time 
buying, what then does he do? 

‘To answer that question is a large 


so tar 


order. Whole books have been writ- 
ten on the subject, such as “The 
Buyer's Manual,” published by the 


National Retail Dry Goods <Associa- 
tion. In a nutshell, however, here are 
a tew of the details that cause buyers 
to grow old before their time: 


1. The buyer is a sales promoter. 
He must understand the funda- 
mentals of retail advertising and win- 
dow display. He must be able to 
sense when merchandise in his depart- 
ment deserves the spotlight of promo- 
tion and he must be able to forecast 
with reasonable accuracy what the 
returns will be from each promotion. 


2. He is an advertising man. He 
must be alert to the selling points 
of his merchandise that should be 
included in the advertising that pre- 
sents it to the store’s customers. He 
must be a sufficiently articulate write: 


108 


“cc 


to prepare the “requests for advertis- 
ing” that he sends to his adv ertising 
department. In many medium-size 
stores the copy the buyer supplies on 
his requisition is the copy that appears 
in the finished advertisement. 


3. He is a display man. In addi- 
tion to working with the display direc- 
tor on the planning of window dis- 
plays, the execution of interior dis- 
plays in his own department is gen- 
erally the responsibility of the buyer 
and the buyer alone. The display de- 
partment has time to work only on 
major, storewide effects such as 
Christmas decorations, and individual 
displays of merchandise on the selling 
floor must be prepared by the buyer. 


4. He is a personnel man. The 
buyer is directly responsible for the 
morale and the training of the sales- 
people in his department. That’s why 
good buyers generally spend at least 
the first hour of every day on the 
selling floor. That’s why they have 
regular meetings of their salespeople. 
That's why they show the salespeople 
every new piece of merchandise they 
buy, tell why they bought it, explain 
its selling points. That's why they 
trequently review with their sales- 
people the selling points of the lead- 
ing items in the department. 


5. He is a figure man. The buyer 
must be able to understand the state- 
ments that come to him regularly 
trom the controller's office, so that 


he can act on them intelligently. He 
must be able to see at a glance 
whether his stocks are too high, his 
turnover too low, his mark-up to 
small, his selling cost too high—ang 
he must know exactly what to do 
correct the situation when these dan. 
ger signals flash before him. 


6. He is a man who gets around, 
Department store buying is not : 
desk job. ‘The buyer must get around 
to meet his customers, see what the: 
are buying and what they want tha 
he may not have put in stock. He 
must get around to keep abreast 
new developments. He must ge 
around to keep an eye on the physica 
condition of his stock, which mean 
constant tours through the warehous 
and the stock rooms. 


7. He is a man of judgment. Thi 
intangibles of intelligence and judg 
ment are the priceless assets of th 
good buyer. He must use it wher 
he buys merchandise, when he inf W 
creases or decreases his selling force F «ia 
when he steps up or drops his iF wh 
ventory. He must keep informed . 
little in advance of the changes thi} ,,, 
are going to occur in the needs © 
his customers; when a style is goin 
out and a. new one coming in. ie We 
takes alertness, vigilance, intelligent rh 
and good judgment to be a gm 


. Bui 
uyer 

But what’s become of the buyt' 7 
who used to come into the market 
buy a carload of goods, run 4 sale Fes 
sell most of the carload and cont > and 
back to market for more? Occasion F rea 


ally you'll see one of those old-timer 
Generally they work tor the low-t0 ko 
bargain stores and it's seldom thé Tk 
they keep their jobs very long. Fi | 
stores discovered 15 or 20 years # 
that they don’t make money on ™F ) 


—— M4 


Ten-Billion-Dollar Market," 


Part Il: This is the second of a new series of articles on the 
department store market and how to sell to it, by Mr. Cum- 
ming. The first article, "Department Stores: Today nearly 4 
appeared in SM for September !5. 
Another will appear in an early issue.—The Editors. 
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REPORTS 10: 


advertisers, agenc 


Youll see a lot of the 
means to their readers 


WHAT IS ABP?..1: i 


an 
lation, now in its thirty-first year, 
hose membership includes 129 pub- 
ations serving 59 fields of business 


ind industry. 


asso- 


WHO BENEFITS FROM ABP7?.. 


hepublications themselves. of course. 
but unlike many trade associations 
hich operate primarily for the benefit 
itheir own members, ABP is equally 
ievoted to the interests of subscribers 
nd advertisers, who are. in a very 
al sense, members of the family. . 


KOW DOES ABP BENEFIT 
THE READER? .. 


‘t plank in ABP’s platform is to 
“ip its member editors maintain the 
fhest standards of editorial integrity 
Nl reader helpfulness. The National 


nlerence of Business Paper Editors 


5 1947 


ies, 


{BP symbol this month 


its members and member-prospects 


as individual members tell what it 


and advertisers. We'd like to tell you a little about ABP itselj. 


is an ABP affiliate. which convenes 
in Washington and other major cities 
with top officials in business and gov- 
ernment. Through these conferences, 
ABP editors bring to their readers 
much counsel which is of vital impor- 
-and seldom 
available from any other source. 


tance to their business 


HOW DOES ABP BENEFIT 
THE ADVERTISER?.. 


In its own extensive promotion, ABP 
has pursued one objective: to help the 
advertiser gel the maximum return 
from his investment in business paper 
space. The “Tell-All” philosophy, the 
annual ABP Advertising Awards, books 
such as “Hit The Road” (still in wide 
demand) and numerous pamphlets 
all are calculated to help the advertiser, 
and his ageney, make more effective 
use of business paper space. 


WHO PAYS FOR ABP?.. 


Each member publication is assessed 
according to its annual advertising 
volume. ABP, in return, provides its 
members with numerous services; for 
example, cost analysis reports which, 
in themselves, are regarded by many 
publishers as well worth the price of 
membership. (And which benefit the 
advertiser and the subscriber who ulti- 
mately share in the economies of good 
publishing practice.) 


WHO MAY JOIN ABP?.. 


ABP standards and code of ethics are 
simple, but uncompromising. Among 
the 1800 business publications, only 
a small number are eligible for ABP 
membership. To these, ABP extends a 
cordial invitation to join in carrying 
on the work of the Association—for 
the benefit of reader, advertiser and 
publisher. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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Look what happened to those poor kids just ‘cause W. es 
Shakespeare had a yen for tragedy. Romeo was stopped party 
by a balcony, just as some advertising is stopped by cen- a 
° ear entir 

tral city limits, even though salesmen travel beyond! You ea 
can route your advertising as you route your salesmen if Al 
you concentrate in Pittsburgh's Post-Gazette. It’s the only bala 
daily newspaper that can work effectively with your men id 
selling the million central city people—then travel with ™ 
them to help sell the two million more who live in the C| 
neighboring 144 cities and towns. ¥ : 
ny 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, ING. ms 
New York © Chicago ¢ Philadelphia © Boston © Detroit ¢ San Francisco @ LosAngeles * Seattle ocr 
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a, i 


type of buying. [t resulted in too high 
n expenditure for promotion, and 
mark-downs for clearance 


an 
in too mans 
purposes. 7 

“Beat Yesterday’ may still be the 
words on the covers ot the little black 
hooks buyers keep on their desks for 
recording sales figures, but the buye: 
sn't quite modern who doesn’t have 
as his fundamental creed “Beat, Yes- 
verdav's Proft. For profit, rather 
than volume alone, has become the 
soal ot most stores. 

Theretore today’s buyer has a 
whole new group of tools in his bag: 


A steady flow ot merchandise trom 
the manutacturer, through the store 
to the consumer is the modern buyer's 
frst goal. [his is the way to faster 
turnover and tewer mark-downs. 
Keep this point in mind when you 
wonder why a buyer's initial order 
s smaller than you think it should 
be. It isn’t the size of the initial 
der that counts; it’s the re-orders. 


Stock controls give the buyer a 
lay-to-day or week-to-week check on 
the rate-ot-sale of each item in his 
aventory. From them he knows 
which items are his fast sellers, and 
therefore deserving of promotional at- 
tention, and which are his slow sellers. 

Stock control is too intricate a 
tunction tor generalization here. Some 
leparttments with high average sales- 
hecks, such as electrical appliances, 
require and deserve unit controls 
which record each sale that is made 
within 24 hours of the time it is 
made. Where part of the stock is kept 

a warehouse, a prior salescheck 
ontrol may be required to assure 
the buyer that when a salescheck goes 
to the warehouse the item it calls for 
will be there for delivery. In de- 
partments such as notions, where there 
ie large varieties of small items, 
‘atirely different control systems are 


ed, 


All, however, have the same ob- 
“tive: to maintain stocks that are 
‘anced, with the largest proportion 
tthe inventory in the that 
we the tastest. 


items 


Classification controls give the buy- 
a le hgures he needs on subdivisions 
Ms department. If the department 
‘small there may be no need for 


NC. 


attle 
e MEN 


‘sitcation breakdowns, but in a 
e€ department, such as housewares, 
y cation often pro- 
a on such merchandise groups as 
we ware, paint 


al 
1 


figures are 


. sundries, major elec- 
ut wc appliances, woodenware, 
ron are, garden goods and gas 
ary The figures provided in the 
“cation control include 

OCTOBER 15. 


sales, 
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mark-up, mark-downs, cash discounts, 
selling cost, gross profit and, other 
items that show the buyer whether 
each section of his complicated de- 
partment is in a healthy condition. 


Mark-up percentages must be 
constantly and vigilantly watched to 
be sure that they are adequate—and 
also to be sure that they are not too 
high. When mark-up is too low the 
department can't possibly show a 
profit. When mark-up is too high 
the department is no longer compe- 
titive and volume falls. 


Mark-downs require similar atten- 
tion. A small percentage of mark- 
downs is necessary and healthy, and 
the buyer provides for it in his 
budget. When mark-downs get too 
high, however, they indicate that there 
has been over-buying of slow-moving 
merchandise, or that original pricing 
was not competitive in many cases, or 
that careless handling has damaged 
too much merchandise. ‘The alert 
buyer watches his mark-downs like 
a hawk and corrects the conditions 
that cause them. 


Turnover figures indicate whether 
there is a proper balance in the de- 


partment between inventory and sales. 
‘Turnover will vary from department 
to department; in diamond jewelry 
it may be as slow as 50% per year, 
while in ready-to-wear it may be as 
fast as 12 times a year. If it is too 
fast it may indicate an under-stocked 
condition that results in frequently be- 
ing out of fast-moving items when 
customers Call for them. If it is too 
slow it acts as.a brake on sales be- 
cause new fresh items aren't coming 
in as they should be, and it stimu- 
lates ‘as is’ mark-downs. The buyer 
will generally try to develop the fast- 
est possible turnover that his own 
good judgment indicates is best for 
his department. 


Six-month plans are the rule rather 
than the exception in modern mer- 
chandising. The buyer prepares it as 
a forecast of coming operations in 
his department, and names in it the 
objectives he plans to reach and the 
methods, in detail, by which he plans 
to reach them. ‘The plan names, 
month by month, the exact sales vol- 
ume that may be expected. This 
figure is based on last year’s sales 
corrected by such factors as this year’s 
business conditions, the availability of 

(Continued on page |15) 


certainly not complaining. 


sales per family in 1946). 


very low cost. 


KELLY-SMITH CO. ... . 


THE MORE THEY TAKE 
wie THE MORE YOU GET 


The fellow who complains about a 
big income tax payment evokes 
envy, not sympathy. Fall River's like that—only we're 


LOOK... 


More than $18,000,000.00 taken out of Fall River pay envelopes 
last year—$608. average per family paid to Uncle Sam—puts Fall 
River in the Spotlight as a lush retail sales market ($3093. retail 


And Fall River's only newspaper— a single buy reaching 96.9%, of 


the city's families—enables you to share in this great volume at 


FALL RIVER HERALD NEWS 


FALL RIVER, MASS. 


New York, Boston, Philadelphia, Chicago, Atlanta, Detroit, 
Los Angeles, San Francisco 


NATIONAL REPRESENTATIVES 


Continental Oil Company 
Coolerator Company, The 

Coopers, Inc. 

Corning Glass Works 

Corn Products Sales Company, The 
Cory Corporation 

Cream of Wheat Corporation, The 
Crosley Corporation, The 
Cutler-Hammer, Inc. 


General Electric Com 
General Foods Corpentits 
ae Mills, Inc, . 
eneral Motors Corporati : 

General Shoe Corporation” 4 
General Tire & Rubber Compas 
Gillette Safety Razor es, 
Glidden Company, The = .\ 
GMC Truck & Coach Divisign 

General Motors ¢: | 
Goodall Fabrics, inc. 
Goocrich Company, The 8, F 
Goodyear Tire & Rubber Conan 
Great Northern Railway Conga 
Greyhound Lines 
Gruen Watch Com 
Guide Lamp Division. 

General Motors ¢ 


Gulf Oi! Corporation as 


is for 
DIRECTION 


Deico-Remy Division 3 

General Motors Corporation 
Demuth & Co., Inc., Wm. 
Dennison Mfg. Company 
DeSoto Motor Corporation 
Diamond T Motor Car Company 
Disston & Sons, Inc., Henry 
Dixon yah = Josep 

rot orporation 

Duofold, Inc. 
du Pont de N 


n the hom 


Hamilton Beach \ 
Scovill he 
Hamilton Watch Company Y 
Hammermill Paper Company . 
Hartford Fire Insurance Compan 
Hartford Accident and I , 
Company, and Hartford Lied 
Insurance Company 
Hart Schaffner & Marx 
Hastings Manufacturing Coney 
Hat Corporation of America 
Hawaiian Pineapple Co, Lit 
Heinz Company, H, J. 
Heublein & Bro., inc.,6.F, 
Hickok Mfg. Co., Inc. 
Hires Company, Charles €. 
Holeproof Hosiery Company 
Hollingshead Corporation, R 
Hood Rubber Company 
Division of The 8. F. Gestia 
Hoover Company, The 
Hormel & Co., Geo, A. 
Hotels Statler Co., Inc. 


jlemours & Company, 
Incorporated, E. I. 
Durham-Enders Razor Corporation 
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AC Spark Plug Division 
General Motors Corporation 
Acushnet Process Sales Company 
Alligator Company, The 
All-Year Club of Southern California 
Aluminum Company of America 
American Airlines, Inc. 
American Chain & Cable Company, Inc. 
American Express Company 
American Gas Association 
American Home Products Corporation 
American Lead Pencil Co. 
American Locomotive Company 
American Mutual Liability Insurance 
Company 
American Optical Company 
American Radiator and Standard 
Sanitary Corporation 
American Rolling Mill Company 
American Safety Razor Corporation 
American Stove Company 
American Telephone & Telegraph 
Company 
American Thermos Bottle Co., The 
American Tobacco Company, The 
Amity Leather Products Company 
Anderson Company, The 
Armour and Company 
Armstrong Cork Company 
Association of American Railroads 
Atlas Underwear Company 


ers appearing 


minimum 


first six mon 


Baltimore & Ohio Railroad Company 
Bankers Life Company 
Barrett Division, The 
Allied Chemical & Dye Corporation 
Bates Mfg. Co., The 
Bauer & Black, Division of 
The Kendall Company 
Beech-Nut Packing Company 
Belber Trunk & Bag Co. 
Belden Mfg. Company 
Bell & Howell Company 
Bendix Aviation Corporation 
Bendix Home Appliances, Inc. 
Best Foods Inc., The 
Bird and Son, Inc. 
Black & Decker Mfg. Co., The 
Borden Company, The 
Borg-Warner Corporation 
Bostitch, Inc. 
Botany Worsted Mills 
Bowes ‘Seal Fast’’ Corporation 
Bristol-Myers Company 
Brown & Williamson Tobacco 
Corporation 
Brown Shoe Company 
Brunswick-Balke-Collender 
Company, The 
Bryant Heater Company 
Budd Company, The 
Buick Motor Division 
General Motors Corporation 
Bulova Watch Co. 
Burgess Battery Company 
Burnham and Morrill Company 
Burroughs Adding Machine Company 
Buxton, Inc. 
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§ $10,000 
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is for 


CUSTOMER 


Cadillac Motor Car Division 
General Motors Corporation 
California Fruit Growers Exchange 
Californians, Inc. 
California Packing Corporation 
California Prune and Apricot 
Growers Association 
Campbell Soup Company 
Canada Dry Ginger Ale, Incorporated 
Canadian National Railways 
Canadian Pacific 
Carrier Corporation 
Carter’s Ink Company, The 
Caterpillar Tractor Co. 
Central Manufacturers’ Mutual 
Insurance Company 
Champion Spark Plug Company 
Chase Brass & Copper Co., Incorporated 
Chesebrough Manufacturing Company 
Chevrolet Motor Division 
General Motors Corporation 
Chicago, Burlington & Quincy Railroad 
Chicago, Milwaukee, St. Paul and 
Pacific R. R. Co. 
Chris-Craft Corporation 
Chrysler Corporation 
Chrysler Sales Corporation 
Clark Grave Vault Co., The 
Clicquot Club Co. 
Clipper Belt Lacer Company 
Cluett, Peabody & Co., Inc. 
Coca-Cola Company 
Coleman Company, Inc., The 
Colgate-Palmolive-Peet Company 
Commonwealth Shoe & Leather Co. 
Conklin Pen Company 


Eagle Knitting Mills, Inc. 
Eagle Pencil Company 
Eastman Kodak Compan 
Easy Washing Machine Corp. 
Electric Auto-Lite Company, The 
Electric Storage Battery Company, The 
Elgin National Watch Co. a4 
Emerson Electric 
Manufacturing Co., The 
Emerson Radio & Phonograph Corp. 
Esterbrook Pen Company 
Ethyl Corporation 
Eureka Williams Corporation 
Eversharp, Inc. 
Evinrude Motors, Division of Outboard 
Marine and Mfg. Co. 


Faber Pencil Co., Eberhard 
Fels & Company 
Firestone Tire & Rubber Co., The 
Fisher Body Division 

General Motors Corporation 
Florists’ Telegraph Delivery Ass’n, Inc. 
Florsheim Shoe Company, The 
Ford Motor Company 
Frank & Co., Inc., S. M. 
Freeman Shoe Corporation 
Frigidaire Division 

General Motors Corporation 


4 


Vain at th 


© expen 


tion usucily becomes 


Gabriel Company, The 

Geier Company, The P. A. 

General Aniline & Film Corporation 
(Ansco Division) 


Hotpoint, Inc. 

Hudson Motor Car Co, 

Hudson Products, Inc., 
Division of Block Drag Cs 

Hurley Machine Division of fs 
Household Utilities Coons 

Hygienic Products Company, Te 


Inkograph Co., Inc. 
Insurance Company of tet 
International Cellucotto 
Company 
International Harvester Com 
International a 
International Shoe 
Interwoven Stocking Comm, 
Iron Fireman Manufactrg 


not the 
prepare 
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Jacobson & Sons, inf 
Jantzen Knitting wills % 
John Hancock Mutua" 
Insurance Com 
Johnson & Johnson st 
Johnson & Son, Inc. ¢ 
Johnson Motors, 47 
Marine and Mfg. 
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any of Nort 
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ching Comm 
sanul acters * 
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National Biscuit Company 
& Subsidiaries 
National Board of Fire Underwriters 
National Ice Public Relations 
National Lead Company 
National Life Insurance Co. of Vermont 
National Pressure Cooker Company 
New Departure Division, 
General Motors Corporation 
New England Mutual Life Insurance 
Company of Boston 
New Haven Clock & Watch Company 
New Mexico State Tourists Bureau 
New York Central System 
Nicholson File Company 
Noblitt-Sparks Industries, Inc. 
North Brothers Manufacturing Co. 
Division of The Stanley Works 
Northern Pacific Railway Co. 
Northwestern Mutual Life Insurance 
Company, The 
Norwich Pharmacal Company, The 
Nunn-Bush Shoe Company 
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eae Motors Corporation 
zoe Stove & Furnace Company 
4e Co., The, Division of 
wt. & Bondy, Inc. 


¢ rome Tire Company, The 
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Manufacturing Company 
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A LEARNING 


sing is onothe 0-Cedar Corporation 

on Oldsmobite Bese 
General Motors Corporation 

Olin Industries, Inc. 

Orange-Crush Company 

O'Sullivan Rubber Corp. 

Owens-Iilinois Glass Company 


Prarmacal Company 
Lambert Company 
Frary & ~~ % 
&Tire Corporation 
aners Company 
patent Division) 
Woleill & Libby 
Wutual Insurance Company 
Corporation 
4 Myers Tobacco Co, 
onsen 
Wotor Compan: 
—~ Life Insurance 
ey, The 


bk Co, M, 
lx., and Subsidiaries 
aes 


Packard Motor Car Company 
Paramount Pictures 

Parke, Davis & Company 
Parker Pen Company, The 
Parker Rust Proof Company 
Penn Mutual Life Insurance 

Company, The 

Pennsylvania Grade Crude Oil 
Association 

Pennsylvania Railroad Company, The 

Pennsylvania Rubber Company 

Pennzoil Company, The 

Perfect Circle Company, The 

Philco Corporation 

Pillsbury Mills, Inc. 

Pinaud Inc. 

Pioneer Suspender Company 

Piper Aircraft Corporation 

Pittsburgh Plate Glass Company 

Plymouth Motor Corporation 

Polk Miller Products Corp. 

Pontiac Motor Division 

. yy wwe Serperation 

Life In ratt ambert, Inc. 

., Ine, 7 Ce. -;: ~ —— a Sales Division 
+H of General Electric Compan 
SNoneywell Regulator Proctor Electric Company . 
Pro-phy-lac-tic Brush Company 

The Lambert Company 
Prudential Insurance Company of 
America, The 
Pullman Company, The 
Pyrene Manufacturing Company 
Pyroil Company 
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Quaker Oats Company, The 45 
23 Quaker State Oil Refining a 26 


Hf? crops 
ha: Com 
Sowman Co. 
Narwe|i ‘ Moore, Inc, 
Corporati 
Electric Conary 
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Underwood Company, William 
Underwood Corporation 

Union Carbide and Carbon Corporation 
Union Pacific Railroad Company 
United Air Lines, Inc. 

United-Carr Fastener Corp. 

United Motors Service, Inc. 

U. S. Industrial Chemicals, Inc. 
United States Playing Card Co., The 
United States Rubber Company 
United States Steel Corporation 
United States Time Corporation, The 
Universal International Pictures 


Radio Corporation of America 

Railway Express Agency, Inc. 

Raybestos Division of 
Raybestos-Manhattan, Inc. 

Ray-0-Vac Company 

Remington Rand, Inc. 

Reo Motors, Inc. 

Rexall Drug Compa 

Reynolds Tobacco company, R. J. 

Robinson Reminde 

Ronson Art Metal ‘Works, Inc. 

Royal Typewriter Co., Inc. 

Rutland Fire Clay Company 


. IM he A 


SUCCESS 


Vick Chemical Company 


“Sanforized’’ 

Santa Fe Railway 

Schalk Chemical Company 

Schick, Incorporated 

Scholl ‘Mfg. Co., Inc., The 

Schrader’s Son, A., Division of 
Scovill Manufacturing Company 

Schult Corporation 

Scripto Manufacturing Company 

Sealed Power Corp. 

Seairight Co., Inc. 

Sealy, Inc. 

Seiberling Rubber Company 

Semler, Inc., R. B 

Servel, Inc. 

Shaler Company, The 

Shaw-Box Crane & Hoist Division of 
Manning, Maxwell & Moore, Inc. 

Shaw-Walker Co. 

Sheaffer Pen Co., 

Shell Oil Company, +n 

Sherwin-Williams Co. 


Wagner Electric Corporation 
Walker Manufacturing Company 

of Wisconsin 
ay Me +d 
. ander Company, 
Shuron Optical Company, Inc. Warner Brothers Pictures, Inc, 
Sikes Company, Inc., The Warner-Patterson Company 
Silex Company, The Warren Company, 
Simmons Company Waterman Co. 
Simmons Company, R. F. Wayne Pump Company, The 
—— ea Nall ~ Weco Products Company 
Skinner & Sons, William Welch Grape Juice Company, The 
Smith & Corona Typewriters, Inc., L C 
Society Brand Clothes, Inc 
Socony-Vacuum Oil Company, Inc. 
Southern Pacific Company rote, 
Spalding & Bros., A. G., Division of aaa 

Spalding Sales Corp. 1 4 pa 
Sparks-Withington Co., The r 
Squibb & Sons, E. R 
Stanco Incorporated 
Standard Brands Incorporated 
Stein & Compafiy, ‘A 
Sterling Drug, Inc. 
Stern, Inc.; L. & H. 
Stewaft-Warner Corporation 
Stokely-Van Camp, Inc. 
Stfomberg-Carison Company 
Studebaker Corporation, The 
Sunbeam Corporation 
Sun-Maid Raisin Growers of California 
Superba Cravats 
Swank, Inc. 
Swift & Company 
Sylvania Electric Products, Inc. 
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truth eb 
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Talon, Inc, 

Tappan Stove Company, The 

Telechron, inc, 

Texas Company, The 

Tide Water Associated Oil Company 

Timken-Detroit Axle Company, The 

Timken Roller Bearing Company, The 

Travelers, The 

Truval Manufacturers, Inc., Division 
of Publix Shirt Corporation 


Westclox, Division of General Time 
Instruments Corporation 

Western Electric Company 

Westinghouse Electric Corporation 

Weyenberg Shoe Mfg. Co. 

White Motor Company, T 

Whitman & > Se. Am F. 

Wildroot Co., 

Willard Uk. Batter Co. 

Williams Co., The J. B 

Willson Products, Inc. 

Willys-Overland Motors, Inc. 

Wilson and Company, Inc. 

Wilson Brothers 

Wiss & Sons Co., J. 

Wolf’s Head Oil Refining Co., Inc, 

Wurlitzer Company, The Rudolph 


Yale & Towne Manufacturing 

Company, The 35 
Young Inc., W. F. 19 
Youngstowh Kitchen Division 

Mullins Manufacturing Corporation 27 
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Zenith Radio Corporation 
Zonite Products Corporation 
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ADVERTISE 
IDENTIFY 
DECORATE 
WITH DECALS 


MEYERCORD 


DECAL NEWS “3 


Any Industry Can Profitably Use Decalcomania in Some Form 


EXTRA! § 


SEND FOR ng 
LITERATURE 
TODAY—FRep 


Issued Periodically by The Meyercord Co. 


e Chicago 44, 


Illinois 


e Offices in Principal Cite 


EVERY BUSINESS CAN USE DECALS): 


DECAL NAME PLATES 
nn rnOUS FIRMS 


Millions of prod- 
ucts in American 
homes and busi- 
ness are durably 
identified by 
Meyercord De- 
cals. Geared to 
production line 
speeds, Decal 
nameplates, 
trademarks, instructions and other data 
can be easily applied without screws or 
bolts at extremely low cost. Decal name- 
plates are resistant to moisture, oil, 
acids, temperature extremes, vibration 
and abrasion. They can be produced in 
any sizes, colors or designs for applica- 
tion to metal, wood, glass, plastic or 


crinkled surfaces whether curved ol 
flat. Check for complete details. 

NEW ‘EYE-APPEAL’ WITH 
DECAL DECORATIONS 


Decorated products 
out-sell plain. Meyer- 
cord Decorative Decals 
offer colorful effects at 
a fraction of hand- 
painting time and cost. 
Easily applied on any 
commercial surface. 
Hundreds of stock de- 
signs. Special designs 
on request. No color or size limitation. 
Easy, quick application. Washable. 
Resistant to acids, alcohol, grease and 
rough use. Send sample product or 


finish for decoration recommenda- | 


tion. Check for full information. 


WINDOW AND TRUCK DECAL BOOKS—FREE! 


WINDOW SIGN BOOK 
er Meyercord Window and 
the 
advertising 
Meyercord’s Decal 
Sign Ad-Visor tells where and 
how national advertisers use. 
free. 
Check for details here. 


peer" 


Truck signs are 
major free-space 
medium. 
Send for copy 


ie 


THIS NEW TRUCK DECAL BOOK 
SENT FREE <n ™ 


See details 
at bottom of page 


NEW AND UNUSUAL USES 
for MEYERCORD DECALS 


RUBBER: Elasti-Cals stretch with and 
become a colorful part of rubber 
surfaces. Applied in mold—or cold. 


VINYL: Special Elasti-Cals to decorate 
and trademark vinyl-base materials. 


POULTRY: Easily applied trademark for 
poultry. Adaptable to greasy, curved 
surface of skin. Resist freezing, de- 
frosting. Edible colors. Inexpensive. 


GLASS & POTTERY: A heat-treated, 
multi-color Decal for bottle trade- 
marks and pottery decoration. Eas- 
ily applied. Inexpensive. Durable. 


NOW +- DECAL 
LETTER KITS 


Letter outdoor 
signs with Meyer- 
cord’s durable, 
self-spacing Decal 
fraction of hand- 
Check. 


letters at a 
painting time and cost. 


TRUCK DECAL BOOK 
New, full-color Truck Decal 
book *“‘Ads on Wheels” illus- 
trated above shows how hun- 
dreds of fleet owners convert 


world’s 


traveling billboards at a frac- 
tion of handpainting 
cost. Check for copy. 


* 


free space on trucksinto 


[| 


Investigate Their Time 
Cost and Labor Saving 
Value in Your Busines; 


Nameplates, instruction data, wir 
diagrams, product decorations, tny 
signs and lettermg, window valance 
counter, mirror and window signs, aut 
motive vehicle licenses, liquor and | 
bacco tax stamps are but a few oft 
broad uses for Meyercord Decals. 
Decalcomania is a process of printin: 
with lacquers and oil colors, instead 
ink. The special paper upon which it 
printed is soluble in water—permittin: 
the transfer of the Decal film to a 
desired surface. Adhesion is durable ar 
lasting. Any size, color or design can 
made. Their resistance to  washin 
wear, acids, sun rays, fumes, vibrati 
abrasion proves Decals value to con 
merce and industry throughout 
world. Read about specific uses ont 
page. Check and mail page for | 
detailed information. Don’t delay. — 


SERVICE MGR’S WAN 


DEALER NAME PLATES 
youN DEERE Well known sen 


“tOuIPmENT mer. says: “Stan 
ardized Meyerctr 
Decal dealer nam 
plates on our products intercept serv 
calls to factory and route them to le 
dealers.” Manufacturers now des? 
their own dealer-nameplates and po 
purchase with dealer’s name, be 
and phone imprinted. 
pay for and apply them. Simple devi 
makes order-pooling easy. Pool-buyi% 

for thousands of dealers reduces “ 
80°°. A potent “family -resemblanc 
addition to factory-identity. Check | f 
mark for samples and full details|_ 9% “~" 


Lthagrapha Taal v9 
The M EYE RC ORD/ 


Send m 
Citcula 

World's Largest Decal Manvwfoct 
$323 W. LAKE ST CHICAGO 44 


Dante este 
MOLMAU IMPLEMENT CO. 


CHASLA WOME SOT A Pwoat 162 


Kid 


able, \ 


Name_ 
Addres, 


5323 W. LAKE ST., CHICAGO 44. ILL., or Cit 
4500 DISTRICT BLVD., LOS ANGELES, CAL. °" RE Siu 


CHECK ITEMS OF INTEREST—TEAR OUT PAGE AND MAIL FOR COMPLETE DETAlL’ 
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(Continued from page II!) 


sal promotable merchandise, and chang- 
\ ag fashion influences. Other month- 
- ~-month figures that are stated in 
aes the plan are planned purchases at 
id gst, purchases at retail, inventory, 


mark-up, mark-downs, and_ selling 


— The plan, however, is usually more 
ities chan just a set of proposed figures. 
8 With it the buyer submits, in writ- 
ng, his thinking on the progress of 
his department. He sets forth his 
deas on new promotions that may be 
nstituted or old ones that may be 
me, ropped, on new lines of merchandise 

that may be added, on ways to get 
INE Fore business and more profit. The 
es six-months plan can be one of the 

most important tasks the buyer under- 


Witt: B® takes, because it provides a_ road- 
(rut: map for all his other activities during 
ancts B® she half-year just ahead. 

aut 

Expert advisers are on hand to help 
" the buyer do a better job. His mer- 
a handise manager is the buyer’s boss 
er —and also his guide, philosopher and 


hit iriend. The controller _supplies him 
with accurate, helpful figures on the 
eration of his department. ‘The sales 
vie promotion manager guides him and 

advises him on developing more busi- 
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ip YADIANT MANUFACTURING CORP. 
1210 S. Talman Ave., Chicago 8, Ill. 
Send me FREE Screen Guide—also latest 
pg showing complete line of Port- 
#, Wall, Ceiling and Table Screens. 


cL hm 


Name Ys 


Address —- 


Cty or 


My Dealer Is 


imum Amazing Difference 


Radiant Glass Beaded Surface... 
BRIGHT, brilliant and contrasty 


\ 


Ss 


ness. The advertising manager, dis- 
play manager, training director and 
other non-selling department heads 
are all there to help the buyer bring 
more business and more profit to the 
store. hey don’t relieve the buyer 
of any of his fundamental responsi- 
bilities, but in the modern store they 
do help him to a marked degree. 


Exclusive lines are important to 
today’s buyer because he can put his 
entire effort enthusiastically behind 
them and build with them during the 
months ahead. When the manufac- 
turer offers to put his line into one 
store in a city he goes into partner- 
ship with that store to a tar greater 
degree than when he sells all stores 
on an unrestricted basis. “The buyer 
respects that partnership and pushes 
the line, safe in the knowledge that 
his advertising will pull business only 
to his own store. 


Branded items came into their own 
during the war years, and there is 
every indication that buyers will con- 
tinue to rely on them for their profit 
potentials during the years ahead. In 
fact, the trend toward branded lines 
in department stores started long 
betore the war, when buyers realized 
that they could get a better flow of 


better picture! 


Send for FREE Screen Guide Today! 


“Secrets of Good Projection,” a 32-page 
booklet, gives proper screen sizes, correct 
projection lenses, tips for-improving pro- 
jection and many other valuable facts. 
Mail coupon for your FREE copy. 


aq-U.S Por. On, 


PROJECTION SCREENS 


CCTOBER 15. 


1947 


Le) 


Yourpictures look twice as bright 
when projected on the new 1948 
Radiant Projection Screens. || 
They have added brilliance,ex- | 
tra sharpness, more authentic |} 
colors.The Special Radiantglass- | 
beaded screen surface with 
millions of tiny glass beads im- 
bedded in pure white plastic— 
reflects light instead of absorbing 
it. Radiant gives you more new 
features that make for quicker- 
set-up and easier adjustment. 
These new Radiant Projection 
Screens make every picture a 


feet x 30 feet to 20 feet x20 ; 
. feet and larger. | 
——™=> * Pat. Pending 
\ ) S ~~ 
ok ; 


merchandise through the store with 
branded than with unbranded goods. 
This flow results trom the ready ac- 
ceptance that branded lines enjoy 
because of their standards of quality 
and the national advertising that 
makes those standards known. 

What does all this mean to you as 
a manutacturer? It means that the 
easier you make it for the buyer to do 
the job expected of him, the more 
likely it is that he will buy your goods 

That statement is no magic for- 
mula, nor is it quite so simple as it 
may sound. It says that you must pro- 
duce a product that people will want 
and buy in quantity. You must pro- 
duce it at a price that will permit 
the store to add its necessary mark-up 
and still be competitive. You must 
back it with a promotional plan that 
will reach consumers—either through 
the store or directly—and get them to 
come to the store to buy your product. 
You must prepare whatever mer- 
chandising assistance may be appro- 
priate to help the buyer sell it faster, 
and more easily, and better. 

When you have all these elements, 
skilfully developed and in the right 
proportions, you have a combination 
that will make a buyer sit up and 
listen every time. 


... the NEW RADIANT Screens 
make in your pictures 


_<e = 


Exclusive New 
Radiant Screen 


Features 
1 Self-Opening Tripod Legs* 
2 Screen Leveller* 
3 Shakeproof Safety Catch 


| 4 Feather Touch Adjusting 
Handle (U. S. Patent) 


| §& Fully Automatic Auto-Lock* 
"| 6 Built-In Shock Absorbers* 
| 7 Automatic Leg-Lock 

" 8 Rubber-Ball Tripod Feet 


9 Triangular Steel Tube 
Construction 


10 Automatic Leg Adjustment 
11 Finger Grip Carrying Handle 
12 Streamlined Design ' 
13 Automatic Leg Closing 


14 Complete Range of Screen 
Heights 


1S Unconditional Guarantee 


The complete Radiant line 
includes Wall, Ceiling and 
Table Models in sizes 22 


a 
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HOU SEHOLD. 


ES, HOUSEHOLD is putting on new 
clothes ... stepping ahead and 
maintaining its recognized leadership 
in the small city and town market. 
With its November issue, HOUSEHOLD 
5 continues its action-getting program 
Largest issue in our history in number of pages of Idea Planned editorial pages... 
and with major improvements in 
format and design, readers are finding 


Largest number of  adveriver it even more stimulating . . . advertisers, 


even more productive. 


ape: 


EP 


- Largest dollar oll aa rtising 


ee" number of four-color advertisers 


HOUSEHOLD 


An all-time peak in ee ae 
2,000,000 


Wake 7 / Sz a, TO. “C08 Highest market purchasing power in history 
/ in small cities and towns 


WW COMPARE HOUSEHOLD'S idea-packed editorial pages to stimulate 
HER COST PER 1,000 READERS buying action 


riCr Greatest reader action and advertising 
JY, ba copy of HOUSEHOLD response in HOUSEHOLD'S history 
SZ 


Per Publications, Inc., Topeka, Kansas 


y 
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ROAD AHEAD: R. A. Protheroe, exhibit director, views photomural of Philadelphia. 


Philadelphia Story 


BY RICHARD A. PROTHEROE* - 


Most people think of selling in 
terms of a commercial product, rarely 
in terms of a whole city and its oper- 
ations. Yet, the City of Philadelphia 
and a group of public-spirited busi- 
ness and industrial leaders have set 
up a corporation to do just that. The 
product in this case is an idea, or 
process—city planning. 

The “‘sales kit” is the Better Phila- 
delphia Exhibition, staged in the 
Gimbel Store for a five-week run 
which ended Oct. 5. It is a $350,000 
demonstration of ‘What City Plan- 
ning Means to You.” It promotes, 
in addition to city planning gener- 
ally, specific public improvements— 
about $302 million worth in the next 
six years, many times that amount 
in decades to come. 


*Also president, Sales Managers Asso- 
ciation of Delaware County. 
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Idea of the exhibition was con- 
ceived by the Citizens Council on 
City Planning, a federation of more 
than 100 civic, labor, and neighbor- 
hood organizations, in conjunction 
with the Philadelphia Chamber of 
Commerce. The Philadelphia City 
Planning Exhibition, headed by Ben- 
jamin Rush, Jr., insurance executive, 
was incorporated August 22, 1945, 
to execute the plan. The Philadelphia 
exhibit has drawn upon the skills of 
the city’s professional sales and adver- 
tising men. 

City Council appropriated $100,- 
OOO as the city’s share of the cost, 
and since then has given an additional 
$25,000. The balance—about $200,- 
QOO0—was contributed by civic-minded 
industrial, mercantile, business and 
financial firms. The contributors’ 
list, in fact, is a virtual roster of the 


Executive Director, The Better Philadelphia Exhibition 


A group of civic-minded 
citizens and industrialists se 
up a corporation to sell the 
need for city planning and 
to publicize it with a ‘Bet. 
ter Philadelphia Exhibition.’ 


organizations that make Philadelp! 
tick. 
Object of the exhibition 1s to © 
vince Philadelphians that city pla 
ning is an essential part of municp 
government and that expenditurts! 
capital improvements will pay gene 
ous dividends by producing 4 healt 
ier, safer city, improving its econo 
pattern, and insuring a stable tutu" 
Occupying 50,000 square tee 
floor space, he Better Philadel 
Exhibition will tell its story by me 
of intricate mechanical models, ¢ 
ramas, cartoons, photo-maps, 5? 
commentary, and many other t 
niques. ie 
For ‘curiosity appeal,” one a' 
most effective features of the om 
tion is the so-called ‘secret me 
to visitors from Philadelphia's Mav 
Bernard Samuel. At the entranc 
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“FASHION?” is 


to Women!... 


Style trends in feminine apparel are im- 
portant to every woman. Consequently a 
good newspaper, such as The Detroit 
Times, features women’s fashions as a 
part of its daily news presentation. 

Joan Dean, Detroit Times fashion 
reporter, covers the New 


aya 


ana, 


B, 
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Important News 


fashion research inspires mental pictures 
of possession that stimulate buying 
among all the women in the 400,000 
feciiliine who regularly read The Detroit 
Times. 
Maintaining the fashion interest of 
that most important buying group—the 
women in the family—creating a constant 


desire for merchandise 


York and California 
fashion centers as well as 
Detroit’s smart stores 
and specialty shops. Her 
knowledge of women’s 


HOME 


interests born of years of 


73.4% of The Detroit 
Times Circulation in 
the Detroit Retail 
Trading Area is 


available to women 
in Detroit stores, is 
just another reason for 
the popularity of The 
Detroit Times—in the 


DELIVERED Detroit market. 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


REPRESENTED NATIONALLY BY 


The DETROIT TIMES 


THE HEARST ADVERTISING SERVICE 


the message room, an _ attendant 
garbed as William Penn hands each 
visitor a sheet of paper which, except 
for the imprint of the Mayor’s office 
at the top, appears to be totally 
blank. When carried into the mes- 
Sage room, however, the text leaps 
into brilliant life—thanks to the ac- 
tion of “black light’? on the fluor- 
escent ink in which the words are 
printed. 

The exhibition has been designed 
throughout to “package” city plan- 
ning in an effective manner. Thus, 
after arresting the attention with a 


1947 CONSUMER ANALYSIS 


Question : 


{_lYes {J No 


of the St. Post Mork 


YOUR PRODUCT 


Do yeu use hoeem 


vast three-dimensional model of 
Philadelphia as it can be in 1982 if 
city planning is supported, it presents 
planning in the most general terms, 
by means of amusing cartoons. From 
that point, it becomes more and more 
specific, moving from planned im- 
provements of large areas down to 
a four-block neighborhood, and ulti- 
mately to a typical home. 

At the most strategic point in the 
developing presentation, the designers 
have placed the important ‘“‘cost sec- 
tion.” After the visitors’ interest has 
been whetted by seeing an improved 


ccna 


amc ench (check or 
ecrd container: 


CHECK YOUR 
PRODUCT WITH 


Tey 


YOUR COMPETITION . 


This factual 1947 Consumer Analysis will show you 


how your product stands with consumers as well as 
with competition in the St. Paul Market. Write for 


your free copy today! 


It will be helpful if you make your request on your business letterhead. 


National Advertising Department 


ST. PAUL DISPATCH-PIONEER PRESS 


St. Paul 1, Minn. 


RIDDER-JOHNS INCORPORATED 


342 Madison Ave., New York 
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Wrigley Building, Chicago 


Penobscot Building, Detroit 


GEST. PAUL DISPATCH-PIONEER PRESSH 


city, they are confronted by a moving 
belt. On this is paraded a series oj 
models, each one representing a proj. 
ect, such as a new school, a ply. 
ground, a mile of highway. Each 
bears a price tag, showing not only | 
the total funds required, but the per 
capita cost per day to the taxpayer 

The Better Philadelphia Exhibition 
is expected to attract more than hal 
a million persons. Among the visitoss 
will be city planners, architects an; 
engineers, as well as plain citizen: 
Another whole segment of the popu: 
lation—sales personnel—should fing 
much of interest in this large-scak 
application of salesmanship to a spe. 
cial and challenging sort of selling 
job. 


ADVERTISERS’ GUIDE 


How can a manufacturer preset! 
to his jobbers and dealers a complete 
list of merchandising and advertising 
aids without it all seeming like : 
jumble? | 

The Barrett Division, Allie Fy; 
Chemical & Dye Corp., New You 
City, does it for 1947 with its adver f \js 
tising catalogue. This 9% by |+ 
inch spiral bound book illustrates at 
describes all the Barrett advertisitt 
and sales promotional material. 
107 pages are divided into seven * § 
tions. In order, they cover mailit 
pieces, product literature, display 
signs, samples, business forms, 4 
newspaper advertisements. Jf 

A special feature of the 19+/ 
tion is the set of ‘“Advertisit 
Guides.” These are six large shee’ 
bound into the back of the book, ea 
of which lists exactly the material® 
be used by a given type of dealer® 
reach different classes of custome 
effectively. 
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W hata market ‘editorial 


screening” 
shortening 


and chocolate and flavor- 


ings and cake flours! 


Millions of pies, millions 
of cakes are on the 
menu every month in 


BH&G families. 


this is one family. 
Visualize 3 million 3 million fam- 
ilies living in prosperous homes, 
heeding everything that prosperous 
lamilies need 


} 


and what do you have? 


ou have a market — a whale of a 
one of the biggest, best. 
Nost responsive markets that any 


I . . ie 
Magazine in the world can offer 
al} advertiser. 


Bette : ‘ 
a Homes & Gardens delivers 

lis market to you by “editorial 

\ reening,” 

It mal . 
makes sure that its readers are 
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. ultiply by 3 million — 


supplies for 
and filling 


rs 


— asi 
what do you get: 
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‘= an 
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as S 
IT scppENS~ SO IT SELLS 


interested in sticking 


strictly to home and family service 


homes by 


from cover to cover. 


Any magazine with 3,000,000. cir- 
culation can produce business. 


But a magazine with 3.000.000 cir- 
culation, screened for interest and 
income, can produce more business 
for every dollar you invest in space. 


That’s a challenging statement. Why 
not make us prove it? 


Get the whole story of “editorial 
from your BH&G 


screening’ 
representative. 


Beller Homes 


and Gardens 


CIRCULATION ByeR 3,000,000 


this fist 
SUC Mijutine 
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Climate: The Mysterious © X" 


In Your Regional Sales Potentials? 


BY JOSEPH H. WHITE - 


Joseph White and Associates 


Merchandising and Management Consultants 


The sales volume on thousands of different types of prod- 


ucts shows variations from territory-to-territory because of 
the profound effect of temperature on purchasing habits. 
Climate affects not only the price paid per article, but 


the average frequency of purchase, this analysis reveals. 


What we eat, drink and wear, the 
kind of homes we live in, the recre- 
ations we choose, are all affected by 
our physical environment — which 
thus exerts a substantial influence on 
the choice of goods we buy. 

‘These direct day-to-day effects at 
the mercantile level, in turn, are but 
one manifestation of the much deeper 
and subtler influence which climate 
has on our minds, bodies, social or- 
ganization and our occupations. Some 
scholars, such as Ellsworth Hunting- 
ton in “Climate and Civilization,” 
have even constructed a theory of his- 
tory based on gradually evolving 
changes in the climates throughout the 
world. 

But our problem is closer to home 
and closer to the present. Climate and 
related factors of the physical envir- 
onment must be weighted, along with 
such other factors as population, in- 
come, degree of urbanization and re- 
tail sales, for a proper determination 
of market potentials, by localities, for 
many products. Otherwise, full po- 
tentials may not be 
areas where products are “Naturals” 

and much may be expected 
from others with favorable general 
income or population factors, where 
the product has less opportunity. 

‘The p.oblem, from the point of 
view of market analysis is in arriving 
at specific quantitative differentials 
for this influence—which is frequently 
recognized but only in a general, non- 
quantitative way. 

At the race track, there is a stand- 
ard system for setting handicaps. As- 
sault goes to the post carrying 130 
pounds, and some lesser light carries 
only 110 pounds. In the market 
place, what handicap does the seller 
of suits carry per 100 possible buyers 
in Dallas compared with 100 equally 
‘“Able-to-Buyers” in Minneapolis? 


realized trom 


too 


Or how is it figured for heating 
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equipment, beefsteaks, ice skates, 
house paint, lawn mowers and hun- 
dreds of other items? There is little 
exact data to go on. But that is no 
reason for not tackling the problem. 

Using certain apparel items as 
examples, this article will show how 
it has been done for one group of 
commodities. It will illustrate im- 
portant differentials developed—with 
these obvious products. It will indi- 
cate the necessity of careful analysis 
of the influence of climate on pur- 
chase patterns whenever a thorough 
job of local market evaluation is 
undertaken—whatever the product. 

Since the whole approach is break- 
ing new ground, the information 
presented should be accepted as a 
stimulant to further exploration—not 
as exact statistical data. 

Many components of the physical 
environment go to make up the 
“climate” for any given area. ‘The 
classification of each area by com- 
ponents such as elevation, humidity, 
bodies of water, nature of the terrain 
and temperature would be far more 
complex than the available corrollary 
data on purchases would warrant. 

Fortunately, an analysis of the 
country by temperature zones is far 
simpler and serves the purpose very 
well. Such an analysis is illustrated 
in the map on the opposite page: 

This method not only classifies 
counties by how cold they get in the 
winter and how hot in the summer— 
but also by how much spread there 
is between the two. ‘The degree of 
this spread is likely to affect purchase 
patterns as much as the absolute de- 
grees of heat or cold experienced. 

Many sales managers studying the 
map will immediately see the sales 
pattern for some of their products. 
‘They will recognize certain of the 
shadings as outlining the same areas 
in which they do exceptional jobs 


with 


particular 


tions so well. 


As you study the distribution ¢ 
the 12 temperature zones over th 
United States you may be surprise 
at the diversity of climate in area 
one usually thinks of as homogeneous 


For 


Delaware, Rhode Island, Maryland 
Kentucky, Vermont and Florida—fal! 


instance, 


special ties—becauy 
those products suit the local condi. 


only 


entirely in one zone. 


Forty-two states have within their 
boundaries two or more zones, Cal: 
fornia having seven. (Zones III], V 
VIII, IX X, XI, XII.) 

54.96% of the population live i 
the relatively moderate Zones lV ani 
VI covering the sweep of the grea 
middle area of the country. 

The next largest zone, X, takes i 
8.52% of the population and cover 


the middle South. 


Even though many of the zone 
are overshadowed by the largest, al 
most every one represents a substar- 
tial market in itself, regardless of how 
much bigger other zones might be 
This is illustrated by the tabulatio 
below, based on 1940 Census Data 
giving the population in each zone 


six states— 


Population 

Zone (in thousands) 
I 5.207 
I] 4.705 
III 8.548 
IV 36,097 
V 6,810 
Vi 35,989 
VII 1,294 
VIII 2.116 
1X 7,756 
X 11,221 
X1 3,619 
XII 8.307 

——S——( 


How do these zones differ in the 
aside trom the 3 
ferences resulting from income? 

‘Consumer 
for 1935 and 1936, publisi 
before the war furnish an extens 
source of data which can be 
to give some answers. Better answe? 
could be developed were the aa 
better dispersed for this purpose 
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to unusually low humidity, 


creating the effective temperature 
range of Area Y. 


Prepared by Joseph White & Associates 


AVERAGE WINTER 


TEMPERATURES 


AVERAGE UNDER 


SUMMER ° 
TEMPERATURES 20 


20°-30°| 30-40°| 40-50°} “so: 


UNDER 


710° 


% OF POP. 


2.38% | Bly 


275% 


70°- 80° 


% OF POP. 


5.89% X 


OVER 


7" | wT 2 


% OF POP. 


= 


var x xr 
0.98% | 8.52% | 631% 


—— 
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e? | he 
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pose. 
E MENT 


1. Average January temperatures are classified by 2. 
10° intervals. If we count the two extremes, 
“Under 20 " and "Over 50°," each as one inter- 
val, there are five such subdivisions in the U. S., 


namely: 


Under 20 30° - 40 
20° - 30 40° - 50 


over 50 


All counties in the United States are classified 


into these five Winter Temperature Zones. 


The counties falling within these five winter 
temperature bands are, in turn, cross-classified 
by their Average July Temperatures, which fall 
into three Summer Temperature groupings: 


Under 70 70° - 80 over 80 


Theoretically, this cross-classification should re- 
sult in 15 temperature zones. No areas were 
found to fit three of these combinations, so in 
the United States there are actually 12 zones as 
shown in the key table to the map. 


(Data for this work was based on Plates 5A and 5B—Ilsothermal Lines—of the "Atlas 


of the Historical Geography of the U.S.'—C 


New York, 1932. Slight adjustments were made 


a 


has. O. Paullin and John K. Wright— 


to contorm to county lines.) 
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But in the course of work for 
clients in establishing specific local 
market potentials, an extensive sifting 
of these data was undertaken. Differ- 
entials due to income were averaged 
out. Interviews were not conducted 
in some of the temperature zones so 
interpolations and extrapolations were 
made. ‘The purchasing patterns 
analyzed were for non-farm con- 
sumers only. 

It should also be borne in mind 
that the differences in purchase pat- 
terns between Temperature Zones are 
not necessarily caused by the tempera- 
ture differences. Certain zones, such 
as XI (Southern California) are 
identical with certain specific areas. 
The figures to be presented include 
inherent local influences only indi- 
rectly related to the climate. 


(Topcoats and QOvercoats) as an 
example. The figures are given in 
Index form with Area [V—the great 
middle zone—taken as 100. 

Table I, for example, shows that: 


With Respect to Price Paid 

— Men in areas where the 
Summer Temperature aver- 
ages under 70° tend to pay 
higher prices for their suits 
than men in the other two 
bands. 

— As the average Winter Tem- 
perature goes up, that ten- 
dency increases. 

— As the Summer Temperature 
goes up the price trend is 
down. 

—If 100 represents the suit 
price the man in Chicago is 


TABLE I 
Index of Estimated Purchase Pattern Variation 
By Temperature Zones for Men's Suits 
Average Winter Temperature 

Average Summer Under 20°to 30°to 40°to Over 
Temperature 20° 30° 40° 50° 50° 
Average Price Paid 

Under 70° 106 108 110 113 115 

70° to 80° 98 100 104 10! —_ 

Over 80° — _ 98 87 77 
Frequency of Purchase 

Under 70° 108 106 104 102 100 

70° to 80° 98 100 103 105 — 

Over 80° om cnt 102 109 127 
Average Expenditure 

Under 70° 114 115 113 115 115 

70° to 80° 7 100 107 106 — 

Over 80° we os 100 104 rT 
Bear these limitations in mind. willing to pay, the man in 


The data in the tables are indicative 
of relative magnitudes. ‘They are not 
precise formula. Every product pre- 
sents individual problems. The great- 
est value of these data is to stimulate 
you to develop the appropriate amount 
of information needed for your par- 
ticular products. 


Price and Frequency Differences 

Inter-zone differences are exhibited 
in two ways: (a) In the average 
price paid per article—by comparable 
income groups. (b) In the average 
frequency of purchase—by compar- 
able income groups. 

Combining these two gives Aver- 
age Expenditure. 

Table I takes Men’s Wool Coats 
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Los Angeles will pay 115 and 
the man in New Orleans 77. 

— Or, to get the same price in 
each city, the seller will have 
to find Chicagoans averaging 
15% more income than Los 
Angelans. 


With Respect to Frequency 
— The reverse of price trend is 
apparent. ‘The hotter the 
summer temperature, the 
more suits are bought. The 
lower the winter temperature 
the more suits are bought. 
Effect of Total Expenditure 
The third section of Table I puts 
price and frequency relations together 
into the “Average Expenditure.” 


This, in effect, says: 

— It would take 115 suit by. 
ers in Chicago to equal th 
dollar potential of 100 in Los 
Angeles or Portland, Oregon, 
—or 100 Pacific Coast gai 
buyers represent 15% mop 
potential than the same nun. 
ber in Chicago. 

— But 98 buyers in Chicagy 
represent the potential ¢ 
100 in New Orleans. 

It should be observed again thy 
these differences refer to the tempers 
ture zone factor only—and have noth 
ing to do with how much more thay 
or less than average income there my 
be in these places. For instance, th 
fact that the “Quality of Market Ip. 
dex’’—based on income—in the Sats 
MANAGEMENT 1947 Survey of Buy 
ing Power shows 171% of the m 
tional average for Portland and only 
132% tor Chicago, would be the basis 
for an additional adjustment between 
the two markets. Or a strong tendeng 
in a certain zone to use the item 
might be limited, in figuring the find 
potential, by low purchasing “7 


Comparisons of Other Items 


In Table II, four additional a 
parel items are analyzed in the sam 
manner. It will be noted that tw 
extremes are  presented—Women: 
Suits and Men’s Shirts. The forme 
shows a high degree of variability ; 
the latter relatively little. 

In some areas, Women’s Suits ma 
be worn the year ’round—in other 
the season is limited. Where su! 
expenditures are high, dresses # 
correspondingly low. Functional 
they substitute for each other. _ 

It is not the purpose of this arti 
to make a detailed analysis of # 
parel, but rather to show the kine 
of analysis that can be applied to a 
product where differences by the tefl: 
perature zones are likely to be impo 
tant. 

Certain generalizations, based . 
the apparel business, may be pertine® 
to many lines. These are: | 

— Where climatic factors mi 
the item functionally ot s™ 
importance in the area, 
who do buy are likely t™ 
largely in the upper incom 
groups, making a luxury 
penditure. Consequently f 
erage price paid will be hy 
and frequency low. (VIZ * 
Coats in the South) 

— Where the item is highly * 
cessary and in general al 
a wide segment of the po 
lation average price will " 
to be low and frequency + 
(viz. Dresses in the 50 
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od to al mining the effectiveness of any presentation of 
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An organization of capacity, geared up to move 
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Summer Band 


Winter Band 


Zone < | 


Women's Suits 


Under 70° 
Under 20°- 30°- 40°- Over 

20° 30° 40° 50° 
Vv Vill 


50° 
XI 


TABLE Il 


Index of Estimated Purchase Pattern Variations 
By Temperature Zones—For Selected Items 


IV 


70° - 80° 


Under 20°- 30°- 40°- 
20° 30° 40° 50° 


30°- 40°- Over 
40° 5N° 50° 
Vi IX Vil X ~~ Xi 


Over 80° 


Price 80 8690 102 104 106 100 100 100 82 99 87 75 
Frequency 140 170 200 230 240 100 100 100 152 130 145 160 
Expenditure 112 153 204 240 254 100 100 100 126 129 126 120 
Dresses 
Price 83 = 95 «134 «145 —=—«150 90 100 117 90 90 78 72 
Frequency 90 #85 7 60 55 100 100 100 120 120 130 135 
Expenditure 75 «68! «101 «68783 90 100 117 108 108 «11297 
Corsets & 
Girdles ¢ 
Price 100 104 109 III = 109 100 100 100 100 95 9 95 t 
Frequency 117) 127, 136 1297 82 100 135 77 77 65 ~~ ‘53 a 
Expenditure 117, 133 148 «143127 82 100 135 77 73 62 ~~ 5i 
Men's Shirts V 
Price 94 98 107 II! 114 102 100 98 89 94 84 74 
Frequency 100 «96 92s8Bs«OS 100 100 100 120 115 125 135 
Exnenditure 4 #94 «+98 «OF «97 102 100 98 107 108 105 100 
— Consider the effects of the — Consider how many month 
climate itself on the life of per vear the product can & 
the product. Where heat or used in each temperature 
TAMPA—ST. PETERSBURG cold decreases serviceability, zone. Longer periods ot ws 
frequency of purchase is like- increase replacement ai 
° , ly to be greater. (viz. Ho- stimulate ownership. (viz 
Florida Ss siery in warm, damp areas ) Women’s Suits in Zone’ 
— Consider the effects of the VIII and XI) 
. conditions of use due to cli- . 
Fastest Growing Market mate on product life. (viz. Conclusion 
worn as an outer garment or In any case, analyze your produc’ 
— under a coat) carefully in relation to the mat 
Today the twin cities of Tampa and — Consider whether one type types of temperature-zone-markets 
St. Petersburg have a combined of the item serves most pur- the country when you evaluate yo 
population of 234,000, according to poses the year ‘round in equ- sales apportunities—and your pe 
Sales Management estimate for 1947. able temperature zones, while formance in relation to those oF 
This brings the Tampa-St. Petersburg in less equable areas, several tunities. Are you getting your . 
, : types are required to per- share where your product is a nati 
Market up to FIRST place in Florida. form equivalent functions ral?" Are you expecting too mu 
, ; , during different seasons. (viz. and spending too much on are 
And in this fast-growing market St. ‘Topcoats in Zone VI or where nature is against you—t’ 
Petersburg represents 43°, of the California versus ‘Topcoats though general purchasing pow 
population and 43%, of the Retail and QOvercoats farther and population factors may be othe 
Sales. Be sure to advertise to St. North) wise quite favorable? 


Petersburg and remember that no 
Tampa newspaper has as much as 
600 average daily c'rculation here. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) 


Represented Nationally by 
Theis & Simpson Co., Inc. 
In Jacksonville by V. J. Obenauer, Jr. 


Consider whether functional 
requirements are less demand- 
ing in certain areas—making 
markets for a lower cost ver- 


sion of 


the item 


in 


such 


places. (viz. Lighter weight 
Men's Suits in the South) 
Consider the opposite situa- 


tion—where 


extra-perform- 


ance features are called for. 


(viz. 


Zone 


Sheep-lined Coats in 


1) 


There may be sufficient data . 
ready published to give you Ye 
answers if used effectively. Or, # 
may be well worth while to inves 
in some original research to get ™ 
information. Above all, dont ov 
look that 45% of the populate 
which isn’t in Zones IV and Vie 
the two with which you are like 
to be most familiar-—and so const 
them typical of the whole Unit 
States. 
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“Handling Difficult Customers.” This © 


is a digest of customer—salesperson rela- 
tions. It analyzes the hard-to-please, the 
impatient, the undecided, the just-looking- 
thanks, and the rude or angry types. It's a 
10-minute, 35mm sound slide film released 
by Visual Training Division, Syndicate Store 
Merchandiser, 79 Madison Ave., New York 
City 16. 


“Pulling for Profits." This is the sales- 
slanted title for a 20-minute technical story 
of a new type of motor truck differential. 
It's available in 16mm and 35mm sizes from 
Detroit Automotive Products Corp. Jam 
Handy is producer. 


“Let's Get Personal." With this color, 
sound slide film, Radio Manufacturers’ 
Association, Washington, D. C., shows 
dealers how to capitalize on the industry's 


Films for Sales Training 


sales strategy of a radio in every room. 
It was produced by Willard Pictures, Inc. 


“Torchweld." Company salesmen were 
the first to see this new slide film, on East- 
man Ektachrome color film, issued by 
National Cylinder Gas Co., 205 W. 
Wacker Dr., Chicago 6. Managers of 
NCG's 53 district sales offices schedule 
the film, produced by Chicago Film Labo- 
ratory, Inc., for distributors and large users 
of the Torchweld line of welding and cutting 
equipment. 


“The Story of Soft Water." Dealers 
use this 20-minute, |!6mm_ Technicolor 
movie to explain the function of a water 
softener. It's a sales aid for HomEase 
Products Division, Inc., 52 lowa Ave., 
Paterson, N. J. Murphy-Lillis, Inc., is the 
producer. 


——— 
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97 of the buyers 
n NATIONALS 


are foreig 


y has over 10 readers: 


xe eagerness with which people everywhere 
in the world market read LIFE International is 
vivid proof of the global appeal of pictorial jour- 
nalism ... of the ability of pictures to hurdle 
language barriers to sell ideas and goods. 

LIFE International subscribers and newsstand 
buyers in five representative countries abroad 
were asked what kind of people they are and 
what they do with their copies of the magazine. 

Mail questionnaires were inserted in all copies 
of LIFE International going to Brazil, China, the 
Netherlands, the Union of South Africa and the 
United Kingdom. A total of 8388 people— 13.8% 
of LIFE International’s entire circulation in these 
countries at that time—answered the question- 
naire. 


Over 80% of these people say they are native 


citizens of the countries where they live . . . and 
97% of them are foreign nationals. Only 3% 
are Americans living abroad. 

And they pass their copies along to their friends 
and to their friends’ friends. In estimating the 


number of people who read their copies— 


39% said up to 10 readers 
37 said 10 to 20 readers 
/ 24% said 20 or more readers 
4 For these reasons more and more of the world’s 


best-known brand names are appearing every fort- 
night in the advertising pages of LIFE Inter- 


national. 


These pages have quickly become the most ex- 
citing display case for products and services to 
an eager audience concentrated in the richest ex- 
port markets throughout the world. 


For further details of this survey, write to: 


LIFE Geeinalional 


Time & Life Building, Rockefeller Center, New York 20, N. Y. 


ADVERTISING OFFICES 


EW ve 
RK @ cH LADELPHIA @ CLEVELAND @ DETROIT @ SAN FRANCISCO @ ATLANTA @© MINNEAPOLIS @ LOS ANGELES ® ST LOUIS @ LONDON 
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Elgin Compacts Climb 


On the Fashion Ensemble Bandwagon 


Based on an interview by Lester B. Colby with W. D. EVANS 
Director of Sales, Elgin American Division, Illinois Watch Case Co. 


The idea: to encourage multiple purchases. With the cream 


skimmed from post-war demand, Elgin American advertis- 


ing pictures a compact as a fashion accessory, introduces 


two- and three-piece set units for promotion as gift items. 


A new appeal has come into the 
promotion and advertising of com- 
pacts. ‘That new appeal is fashion. 
The idea: to induce women to buy 
several compacts to accessorize differ- 
ent types of costumes. ‘The sponsors: 
Elgin American Division of the IIli- 
nois Watch Case Co., Elgin, III. 

The reason for the new strategy in 
selling is the arrival of a_ buyer's 
market. 

With what seemed like surprising 
suddenness, vast numbers of bright 
and colorful compacts materialized as 
if by magic in a few brief weeks in 
the Spring of °46. Showcases had 
been barren of them since the early 
years of the war. Now they were 
everywhere. Gold and silver, enamels 
in many colors, figured in carved re- 
lief, jeweled. Women flocked to the 
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counters and showcases. 

“It was a catching-up,” said W. D. 
Evans, director of sales for Elgin. “A 
salesman could sit at a desk and sell 
all he could get. Women snapped up 
anything offered. ‘hen, late last fall, 
we foresaw a change. ‘The time was 
fast approaching when retailers would 
want and could get inventories that 
would give their customers selection 
and choice. 

“We started the year with a com- 
mitment of $1,000,000, for advertis- 
ing and promotion—about 10° of 
what we conceived to be our year’s 
potential sales at wholesale. News- 
paper advertising in 19 key markets, 
and radio announcements featured 
the theme, ‘Elgin American, the per- 
fect Mother's Day gift’.”” A large 
number of magazines were used. 


ENSEMBLE POINT-OF-SALE: Counter and 
window displays exploit Elgin's basic sale 
theme 


of a compact for each occasion 


With stocks built up to whe 
good showings, with genuine select 
were being maintained, it became 
sales job. The advertising took om 
new theme. The new idea is 2 
pact for general use, another ! 
sports wear, a third for evening. : 
modern gift-packaging program W° 
introduced, including two and thre 
unit compact ensembles. 

The thought is to carry the ide 
even further—perhaps a matchitt 
compact, by color, with each dres® 
the wardrobe. Women, it is argue 
have gotten that way more or © 
in the matter of handbags. Time 
when a woman (that is the aver 


* 


SALES MANAGEMEN 


er and 
ic sales 
ccasion 


whe 
electit 
ecame 
ok on 
; a con 
her ! 


ning. - 


‘am We 
id three 


the ide 
matching 
dress 
; arguet 
> oF les 
rime We 
» averat 


If you have equipment, ingredients or services bakers 
can use, you will find this depression-proof, year 
‘round market easy to reach and able to buy in size- 
able quantity. Its daily cash business totals well over 
2 billion dollars a year. 


Bakeries Thrive Where Population Is Concentrated 


You will find bakeries concentrated in the densest 
areas of population. A baker can do a good business 
with 1,000 New York Citv neighbors, but he would 
have hard going in a sparsely settled community 
with a widely scattered population of 5,000. 


The Baking Industry ‘’Center of Population”’ 


The geographical center of our country’s population 
is near Carlisle, Indiana. The “center of population” 
of this country’s bakeries is Scranton, Pennsylvania. 
Actually, more than 70° of the baking business is 
done in just 14 states. 

This concentration means that it costs you less in 
sales expense to cover the industry adequately. Un- 
doubtedly, your own sales offices are located in the 
bigger centers, too. 


Concentrated Coverage Where It Counts Most 


The 19389 Census listed 18,399 bakeries doing over 
$5,000 per year. A 1945 Department of Labor study 
showed 3,590 with 8 or more employees. The De- 
partment of Commerce estimates as of September, 
1947, that 9.000 bakers do 80% of the business. 
Due to this concentration of buying power, as well 
as geographical concentration, Bakers Weekly fol- 
lows a highly selective circulation policy. It delivers 
13,000 net paid ( ABC) for intensive coverage of and 
penetration in the approximately 10,000 bakeries 
which do over 90% of the total annual business. 


an you sell to the Baking Industry? 


This may help you find a profitable 
answer to that question 


Practical Help from Bakers Weekly Editors 


The editorial staff is ready and willing to help you 
explore this attractive market. It has had some 28 
vears of experience in determining the salability of 
products to this industry. 

The Bakers Weekly Laboratory and Experimental 
Bakery ofters practical help in testing the adaptabil- 
ity of your product for bakery use. 

Such editorial help extends to determine an 
equally practical sales and advertising approach to 
save you time and money in establishing your prod- 
ucts with worth-while bakery customers. 

Advertisers are furnished without charge the Bak- 
ers Weekly Selected Directory of Bakeries which 
lists 4,468 plants doing over $50,000 business per 
year—an excellent prospect list of able-to-buy 
bakeries for personal calls and direct mail. 

The editors find baking companies more than ever 
responsive to help in improving the quality of their 
bakery products at lower production and sales costs. 

You will find bakeries equally responsive to your 
advertising in Bakers Weekly that has the same con- 
structive objective: better quality at lower cost. 

Can you sell it to the Baking Industry? We will be 
glad to contribute our experience in helping you de- 
termine if this is a market for you, and, if so, how 
to sell to it profitably. 


A Profitable First-Step to Take: 
If you do not have a copy of the 
study, The Baking Industry and 
How to Sell It, write us, today. 


——--> 


Offices in Chicago 
New York + Detroit 
St. Louis + Los Angeles 
San Francisco 


——— 


select a medium 
that makes 
things move 


To sell to the Refrigeration 
and Air Conditioning industry 
your best bet in the catalog 
field is the "Refrigeration 
Classified" section of the RE- 
FRIGERATING DATA BOOK. 


Your potential customers will use this 
book daily throughout the next four 
years: it's the recognized working 
handbook of the industry—purchased 
by over *15,000 users. 

(*Guaranteed net paid circulation In 
excess of 15,000) 


Compiled by AMERICAN SO- 
CIETY OF REFRIGERATING 
ENGINEERS, publishers of 
REFRIGERATING ENGINEER- 
ING, monthly journal of the 
industry. 


REFRIGERATING ENGINEERING 


For Maximum selling results tell the 
thousands in America's second largest 
industry, about your product by se- 
lecting as your regular advertising 
medium REFRIGERATING’ ENGI- 
NEERING. 


THE AMERICAN SOCIETY OF 
REFRIGERATING ENGINEERS 
40 W. 40 Street New York 18, N. Y. 
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woman) might have one or two hand- 
bags and she would use them until 
they were old and battered. ‘Today, 
if she is comparatively well dressed, 
she must have a number of handbags. 
Recently, the company has begun 
to manufacture matching cigaret 
lighters and compacts with a cigaret 
case the third unit in the set. The 
1948 campaign will promote the set 
Heretofore, 
as a gift item, the sentimental urge 
has been the appeal. Now something 
new is added, the fashion urge. 


as a fashion accessory. 


More Sales Dollars 


In this manner the gift field, if it 
all works out, will be broadened and 
the price of the sale stepped up. What 
can all this mean to the compact man- 
ufacturers in dollars? Let Mr. Evans 
have another word. He says: 

“If, through making women com- 
pact-conscious we can induce only a 
percentage of them to buy two or 
three compacts a year, for the sake 
of appearance, prestige and style, it 
would mean many more millions of 
dollars in sales.” 

Designing compacts for an ever- 
changing style cycle means planning 
ahead. From the idea to the show 
case is likely to take months. 

‘The trade called it “luck” when 
stylists, the same week, began to fea- 
ture plaid fabrics and plaid apparel 
for women. It was not luck. It was 
foresight and planning. Elgin Ameri- 
can designers, sitting in with fash- 
ion experts months ago, had been in- 
formed of the coming change. 

“We hope through advertising, 
publicity, promotion, and education 
to make every woman so conscious 
of her compact that she will feel, 
when she takes it out of her handbag, 
that the other women about her will 
be watching her and judging her by 
it,’ says Mr. Evans. 

‘The average jewelry store goes all 
out in promoting sales for the Christ- 
mas holidays. ‘he appeal is giving. 
It has another peak in June, the 
month of graduations and brides. For 
the rest of the year it just jogs along. 
Last year Elgin American worked out 
a special line of compacts for St. Val- 
entine’s Day promotions. 

St. Valentine’s day always has been 
a day of candy, cards and flowers. It 
never did very much for the jeweler. 
‘The special compacts, while aimed 
to produce sales on Valentine day, 
were salable at any time of the year 
and so did not go “dead” when the 
season was over. As a result, jewelers 
felt that the company had “done 
something for them.” 

With the opening of the school 
vear, hundreds of thousands of girls 


starting to high schools, girls’ schoo 
and universities, special compacts »& 
lected by Betty Betz, the ‘teen-ag 
specialist, went into the show cag. 
of dealers. ‘This meant more plus 
sales. “he company has approxima 
ly 15,000 outlets. 

Sales planning is done by Elgin 
American months in advance of th 
season or “day” aimed at. For exam. 
ple, Dana O’Clare, New York Cip 
display specialist, in early summe 
had worked out a series of Christ 
mas displays in red and green on; 
background of glistening cotton snoy 
as an appeal to dealer buyers. These 
were on display in early August jp 
each of the company’s sales offica 
‘The buyer can get duplicate display 
for his windows or counters late jp 
November for Christmas sales pur 
poses. 


Equally seasonal display m. 
terial is supplied to dealers for each 
peak selling period. Educational 
booklets are distributed to all retail 
sales personal. 

“We do not think of other compact 
manufacturers as our chief competi 
tors,” says Mr. Evans. “Instead, we 
feel that our real competition come 
from manufacturers of thousands o 
other gift items. The gift field, whik 
hitting seasonal peaks, continue 
throughout the year if you stop t 
consider birthdays and anniversaries. 


Increase Purchases 


“So, while the gift trade is with 
us always, and we feel that we ca 
get our share of it, our real expansion, 
as we see it, is in increasing pur 
chases through style appeal. That ca 
develop into a big thing. It will take 
education and selling, but we at 
going to try to do the job... it ha 
been started.” 

The Illinois Watch Case Co. et 
tered business in 1888. It made it 
first compacts in 1914. Prior to 198 
it distributed its goods exclusive 
through wholesale jewelers. Befor 
that its business was confined almost 
entirely to the jewelry trade. Is 
first efforts to broaden its field t 
other outlets came in 1933. The 
plant was confined almost exclusively 
to wartime production during the 
war years. The return to peacetime 
production was accomplished in 1946. 

The pent-up demand for luxuy 
items has figured largely in the com 
pany’s planning since that date. 
year it spent approximately 1 
times as much money in advertising 
and sales promotion as was ever spelt 
before in any one year by anyone? 
the industry. “The company 
makes watch cases—for four of 
largest watch manufacturers in 
United States. 
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On the surface, the farms and ranches of the rich 
Southwestern Sunbelt produce an amazing variety of 
crops and livestock —the basis of a farm market 
which yearly is growing in importance in the nation's 
agricultural economy. 


Beneath the surface, this same land provides a tre- 

mendous farm income—a stable, ‘weatherproof’ 

is with , income that is seldom mentioned in agricultural reports, 
wie é but which since 1919 has given Texas land owners 
oad alone an added income totalling over $2,500,000,000! 


1g pur: This weatherproof wealth is PETROLEUM. More than 
hat car 34% of the land area in Texas is under lease by pro- 
rill take ducers; in 1946, this meant $248,108,000 in the bank 
we at for Texas land owners. That amounts to 18% of the 
it has value of the state's agricultural products during that 


year—a stable, year ‘round addition to crop and live- 


Co. en stock incomes. 


nade Its = 
to 1932 7 This “sideline” is just one more reason why the great 
lusivel Southwestern Sunbelt is a market of supreme import- 
Before i ance to you—-and why FARM AND RANCH, the only 
alas a farm magazine that really reaches the heart of the 
de. Is Ss Sunbelt farm market, is of vital importance in your 
field te _ advertising roms ee 
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et Oklahoma, Arkansas, ; DALLAS, TEXAS 

ouisiana Mexico... be 

BIG sone with BIG farms bes Branch Offices: 52 Vanderbilt Avenue, New York ® 333 
one twice the national average. % North Michigan Avenue, Chicago ® 1895 Monroe 

See Drive, N. E., Atlanta. 

ny Wy “4 West Coast Representatives: Simpson-Reilly, Ltd., Russ 

r ot Building, San Francisco © Garfield Building, Los 
in the Angeles. 
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The Roanoke market yields 

the best results—undistorted 

results directly keyed to 

the test. For Roanoke 

4 newspapers are best for 

this purpose. They dominate 

y)| their market, with 
practically no competition 

P from other newspapers 
tending to distort test 

FV) results. 
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TEST IT IN 


ROANOKE 


AN IDEAL 
TEST MARKET 


t 
wate Write for booklet, “Test Markets 
vee” —How to Identify Them,” to 
% Sawyer, Ferguson. Walker Co.. 
wns 60 E, 42nd St., New York 17, N. Y. 


ROANOKE 


TIMES AND WORLD NEWS 


ROANOKE ° VIRGINIA 


SAWYER + FERGUSON + WALKER CO. 
National Ré pre sentatives 


... coming your way 


seees portable fluorescent wall 
lamp has been announced by Syl- 
vania Electric Products Inc. It 
can be either hung onto a wall 
and plugged into a nearby outlet 
or installed directly to an outlet 
box. It is operated by means of 
a switch or a built-in pull chain. 
Called the. Beverly, it furnishes 
approximately the same amount of 
light as a 100-watt incandescent 
bulb. The fixture has been de- 
signed for use wherever light is 
required for a specific task. It has 
been described as ideal for over 
the sink, in the sewing room or in 
the study. The new lamp gives 
evenly distributed light directly 
down on the surface beneath and 
indirect light for general illumina- 
tien of an area. It also is suitable, 
commercially, for lighting apparel 
shop or powder room mirrors. The 
Beverly is simple in design and 
contains two 20-watt fluorescent 
lamps shielded by a diffusing panel 
of frosted glass. The unit has 
enamel-coated end caps finished in 
either white or old ivory color. 
The shelf-like top may be used for 
pots and plants or other decorative 
touches. 


«sss» breath-o-lator, a tiny me- 
chano-chemical device, neutralizes 
unpleasant breath, kills such odors 
as tobacco, alcohol and garlic. It 
fits conveniently in a man’s vest 
pocket or in a woman’s purse. The 
inhalator employs the vapor of a 
non-medicated, non-toxic com- 
pound called neutragen. When 
the breath needs freshening, the 


ane ene em ch. 6. & oe ee 2 © 


LIGHTING FIXTURE designe 
for use wherever light is » 
quired for a specific tai 


cap of the Breath-O-Lator ; 
lifted, the mouthpiece is insert 
in the mouth, and a deep “inhale 
is taken through the mouth int 
the bronchial tract. It is said th 
the inhalator leaves the brea 
fresh and clean, but does not mas 
an odor with an odor. Th 
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PARTY-GOER'S PAL freshens the bres? 


Breath-O-Lator was developed 
Bing Crosby’s Research Found 
tion. Sigma Products Corp. 
been granted the exclusive licen 
to manufacture the product. 


esses jacktractor, manufactu™ 
by Lewis-Shepard Products, Inc 
is designed to speed up warehou 
operations and increase the amou’ 
of usable storage space. While ' 
is built to tow trailer traits,” 
also may be used as a pushing ua 
It is powered by the 6,000 Ib. P 
pacity Power Jacklift Drive Un 
and has a maximum draw ' 
pull of 500 Ibs. Exclusive e 
tures include: (1) vertical han 
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operation allowing any or all con- 
trols to be operated with handle 
in vertical as well as all other posi- 
tions—a feature that provides 
greater maneuverability; (2) elec- 
tric brake which applies the instant 
the handle triggers are released; 
(3) the Master Drive Unit which 
may be replaced in 20 minutes. 
The brake control, two-speed con- 
trol, forward and reverse control, 
the raising and lowering controls, 
the horn and lock-switch, all elec- 
trically operated, are in the handle 
head for easy access. The tractor 
is powered by a storage battery 
providing a work span of 8-10 
hours with maximum load. 


wesgiant crawler tractor, 
claimed to be the world’s largest, 
is about to be put on the market 
by Allis‘Chalmers Manufacturing 
Co. It has been designed and built 
to offer three major advantages to 
track type users: (1) increased 
capacity and performance; (2) de- 
pendability and longer life; (3) 
improved operator comfort. One 
of the main features is a three- 
stage hydraulic Torque Converter 
which eliminates shock that always 
results from master clutch engage- 
ments in conventional tractors. 
Both breakage and wear of the 
tractor and allied equipment are 
greatly reduced due to the cushion 
eflect of the converter. Application 
of the liquid drive principle to 
crawler-type tractors originated by 
Allis-‘Chalmers, permits _ horse- 
power output of the engine to be 
held constantly near the maximum. 
Operating adjustments, mainte- 
nance points and major assemblies 
are so located and designed that 
the care and repair of the new 
tractor can be accomplished with 
the least possible effort and loss 
ot time. Positive-seal _grease- 


THE HYDRAULICALLY POWERED STEERING LEVERS offer finger-tip steering control. 
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packed truck wheels, idlers and 
support rollers are serviced at the 
factory and thereafter require 
greasing attention only once every 
1,000 hours. The tractor, known 
as the HD-19 Diesel, has a wide, 
comfortable, easily adjusted opera- 
tor’s seat which affords maximum 
visibility in front and rear. Hy- 
draulically-powered steering levers 
that offer finger-tip steering con- 
trol take most of the physical labor 
out of driving the tractor. The 
HD-19 transmission has only two 
forward speeds (0 to 3.0 low gear, 
0 to 7.0 high) and one reverse 
(0 to 5.5). In addition, the A- 
frame track stabilizer design elim- 
inates twisting strains. 


sseseminiature dynamometer 
for measuring tension or force in 
those “tight” spots found in many 
types of mechanical assemblies has 
been developed by W. C. Dillon 
& Co., Inc. The case measures 
three inches in diameter and the 
instrument itself weighs only one 
pound. The dynamometer has an 
unbreakable lucite crystal and red 
maximum hand. The dial is black 


THE DEVICE weighs only one pound. 


with etched silver numerals. It 1s 
available in 100-pound, 250-pound 
and 500-pound capacities. 


IS your sales 
appeal right ? 
IS your copy 
“slant” right? 
IS your market 
right ? 
IS your product 
right ? 


The answers to these and a 
hundred other important ques- 
tions can be positively deter- 
mined. We are doing it every 
day for clients whose names 


spell leadership in many fields. 


We provide a nation-wide re- 


search and analysis service that 


is fast, flexible, accurate and 


imaginative. 


Brief case histories are told 


in a booklet called 


“ACT ON FACT” 
Ask for it 


GOULD, BROWN 
& SUMNEY INC. 


MARKET RESEARCH AND 
ANALYSIS 


20 W. Jackson Blvd. 
Chicago, Iil. 
Tel. Wabash 7604 
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It’s called the 
Rail-Auto Travel Plan 


You can take your next trip on a com- 
fortable S. P. train, save yourself a long 
auto trek—and have a late model car wait- 
ing for you at your destination, to drive 
yourself. 

Briefly, here's how it works. When you 
buy your S.P. train ticket, you say, “I'd 
like to have a car waiting for me there.” 

On the train you sleep, relax, pian 
business or vacation details, arrive re- 
freshed ...and a car is waiting for you! 

Cost? Surprisingly low. An average, 
daytime, weekdays, might be $5, plus 7¢ 
per mile. Take all the passengers you 
want. Rates include gasoline, oil, and in- 


Remember those scary pre-war 
posters and advertisements the rail- 
roads used to put out—a gory auto- 
mobile smash-up picture and along- 
side of it the caption, ‘Next ‘Time— 
Try the Train!” Railroad public 
relations has taken a forward step 
since then. ‘This was noted on the 
West Coast in August by a new ver- 
sion of that invidious publicity. The 
Southern Pacific Co. came out in 
August with newspaper copy flying 
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Southern Pacific Offers 


Service 


A tie-up with Hertz Drivurself System in 250 cities gives 
a Western railroad a new transportation package which 
offers new conveniences to tourists and to businessmen. 


lext time 


try the train-and 


a | 
have acar, too! 
Gy 


surance. And there’s no depreciation on 
your own car. 

Smart. Modern. Convenient. You can’t 
beat the combination of a train and a car. 

See your S. P. ticket agent. He'll give 
you complete details of the Raii-Auto 
Travel Plan. This plan now operates in 
several hundred cities of the United 
States and Canada. The late model cars 
are furnished by Hertz Drivurself Sys- 
tem, and in some cities by other reliable 
auto rental firms. 


g-o9 The friendly Southern Pacific 


TIE-IN: South Pacific railway advertising capitalizes on the fact that rail 
and auto complement each other in the big open spaces of the West. 


the familiar headline—with a differ- 
ence. ““NExT TIME TRY THE TRAIN— 
\ND HAVE A CAR, TOO!” businessmen 
(and vacationists) were counselled 
in the copy by ““The Friendly South- 
ern Pacific.” 

This advertising marked the tie-in 
by the Western railroad with a new 
Nationwide mutual promotion plan 
set up between most of the country’s 
railroads and the Hertz Drivurself 
System and other representative self- 


drive automobile concerns, whi 
went into effect August 1 and js 4 
ready being patronized by salesme 
executives, and business _ person: 
generally. 

Available now in about 250 citis 
of the United States and Cany 
with the probability of this numly 
reaching 500 by the end of the yey 
the Rail-Auto Travel Plan js 4, 
scribed in this way by its promotes 
the Railroad Passenger Interter; 
torial Committee of which Hugh W 
Siddall is chairman. 

Travellers (1) use the train » 
their next trip and (2) use a ne 
automobile (rented from Hertz » 
other local Drivurself services tieiny 
in with the plan) to “cover th 


bases” when they arrive at the: 


destination. Arrangements are maé 
by the rail. passenger for the use ¢ 
“personal automobile service” whe 
train transportation is bought. Eithe 
he wires the Drivurself people in hi 
destination city (being reimbursed } 
them for the cost of the wire up: 
50c) or the ticket agent makes th 
car reservations for the _passenge 
If the latter arrives at a certain pow 
by train and then decides he wan 
to have a “personal car’ there is x 
auxiliary arrangement whereby i 
may take a taxi from the depot to tk 
rental agency or his hotel and ta 
fare is refunded (up to 50c) by th 
agency. 

Usual week-day cost, says F. | 
Tredway, general advertising ma 
ager, Southern Pacific Co., is abo 
$5 per day, plus mileage. This vars 
from one city to another but the ave 
age is seven cents per mile which « 
cludes gasoline, oil, maintenance a: 
protective insurance. Rates are 
same whether one or five persons 
the automobile. 

Advantages of the plan (“parte 
larly desirable for traveling s# 
men”) are being talked up by ® 
railroads in this way. “You save 
preciation on your own car” ..-!" 
safer: “on the train you speed 
safety” ... “driving your own ‘ 
on the highway where speed lim 
are high your safety depends not’ 
much on your own driving abil 
and judgment as it does on ‘the ot 
fellow.’ The mechanical condit 
of your car and the cars you met 
a very definite factor of safety } 
must reckon with.” Less wear @ 
tear on nerves is another factor be 
stressed in the advertising and pi 
-motion literature. ““You reach 4° 
on schedule; you arrive refrest 
from your trip and with your 
well planned; you complete your* 
gagements in a car as private as)" 


own, with none of the worries, 
19C) 
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All Budineds t¢ Local 


Competition nosing into your profits? Then maybe it’s ti 
so-called “national” advertising. aybe it’s time to reappraise the efficiency of 
Sasa Bic waits ein 
| | . D. C.—with only 30.5% of the people—buy 
sold : the U.S. Sure proof that markets are ceiaiet aes sec ‘ - an 
ewspaper ; Ivertisi s that vital fae . s tastes—and as variable. 
effort where ai esheets ital fact to work—allows scientific concentration of sales 
Let our sales analysis staff help you put local marketing facts to work. Their hel 
; eir help is yours 
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The JOURNAL 


PORTLAND, 
OREGON 


2nd 


Largest 


EVENING 


NEWSPAPER | 
ON THE 


PACIFIC COAST 


The Journal now 
offers advertisers 
the largest circula- 
tion in its history 
..- both Daily and 
Sunday. 


You need The Journal to sell 
effectively in Oregon’s only 
Major Market ..Metropolitan 
Portland and its Retail Trad- 
ing Zone. 


When you advertise 
in Portland 
be sure to specify... 


The JOURNAL 


EVENINGS and SUNDAY 


PORTLAND, OREGON 


Member Metropolitan and 


Pacific Parade Groups 


Represented Nationally by Reynolds Fitzgerald, Inc 


strain, and responsibilities attendant 
on the operation of your own car on 
long drives. You leave that town, 
not to do tiring ‘roadwork’ perhaps 
at night, but in the enjoyment of the 
comfort and relaxation of a modern 
coach, club car, diner or sleeper.” 
Businessmen are asked to “contrast 
this with the way you feel, mentally 
and physically, at the end of a gruel- 
|ling, time-consuming trip by car, too 
‘often in inclement weather. How 
| much better to be wide-awake, alert 
and eager when you tackle whatever 
‘mission is yours, rather than be 
| weary, nervous and irritable.” 
| There’s another interesting angle 
|that has not been overlooked in pro- 
|moting the plan—the appeal of a 
| new car. Many businessmen are still 
driving their old cars and for a va- 
|riety of reasons can’t or don’t want 
|to buy new ones yet. Some of them 
| date back to pre-war and look it. But 
“when you step into the new 
automobile supplied by the Drivur- 
self agency you will drive a new fine 
|car,” railroad publicity promises, one 
“which is kept in tip-top condition 
and that has no markings or signs of 
any sort on it. Both inside and out- 
side it will be neat, clean and im- 
pressive.” 

In short—““The Train for comfort 
and dependability between cities . . . 
the Auto for convenience and econ- 
omy at destination” is the theme of 
‘this collaboration between two for- 


merly competitive businesses which 
Mr. Siddall calls ‘‘a great transportg. 
tion combination, a real service jp 
eliminating wasted time.” 

There was some tentative testing 
out of the idea pre-war— in fact jt 
was a war casualty—and during th 
brief year of its tryout showed signs 
of catching on. Only now, with a 
tomobiles on the market again jp 
sufficient numbers, has it been pop 
sible to launch the plan which shoul 
have appeared long ago as a logical 
travel development. 

The Southern Pacific is the only 
railroad so far that has done active 
promotion of the service, which cap 
be expected to catch on a lot faster 
in the open spaces of the Far Weg 
where businessmen must cover 
much ground between points of a 
tivity. 

Although businessmen are looked 
to as the principal patrons, the pla 
is being encouraged for vacation use 
too. “It’s so much fun vacationing 
now” . a pretty girl is made t 
remark, “it’s wonderful going h 
train, then a fine new car to driv 
everywhere in style.’’ Responds her 
alert and handsome escort who obv 
ously knows the answers: “Yes! Jane 
and I always use the Rail-Auto Trae 
el Plan. It sure adds to the pleasur 
of traveling.’”’ With five-to-a-car at 
no extra cost we may expect the ide 
to catch on with family or friendly 
groups going places together. 


SERVICE HEADQUARTERS 


Buy 


PERFECTION Od Syphgo HEATER Parts 
Today 3 


os 


£., Genuine Perfection Parts Wicks 


Building Replacement Demand: This display is a tt 
minder to the purchaser of a new Perfection stove that the 
dealer carries stocks of replacement parts, immediately available 
when needed. It’s part of a Nationwide parts promotion plan 
being launched by Pefection Stove Co., Cleveland. 
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mi Our Campaign Was 
ct it b: p ,, 
4 Ae, 
signs a 
| “Well Backed 
ni e acKe 
ould i 
gical 
only Excerpts from current 
active letters of a few of 
h can our national advertisers: 
faster 
Wes "Thank you . . . for tie- 
ta ups featuring California Cling 

Peaches. We appreciate this ex- 

cellent co-operation. very 
- much." . 
ON Us 
roning William B. Dugan, 
ade to Merchandising Manager, Batten, 
ng by ae Durstine & Osborne, 
) drive 
ids her 
0 obvi We wish to thank. you for the 
| Jane, dealer tie-ups secured by The 
> Trav Times-Picayune and New Orleans 
yleasure States for Kellogg's products. We 
i-Car at sincerely appreciate this fine 
rhe ides co-operation. 


os 
friendly 


Kellogg Company / 
R. G. Dexter, 


aes (0-OPERATION that Sells! 


Thank you . . . for the swell 


job you have done in securing 


~ 
~ 
~ 


i 


dealer tie-up advertising from 
many of the druggists in New 

Nama ak igs Ae ane for merchandising co-operation by The Times-Pica- 

much this type of co-operation ; 

can and does contribute to the : 

at P Me yune and the New Orleans States. Co-operation 

uccess of a campaign. 


Here are a few current expressions of appreciation 


that helps make advertising successful . . . Co-op- 
Pepsodent Division 


Lever Brothers Company 


Sy Grater th. tres, ek. eration that SELLS! 


Director of Sales 


Thank you . . . for clippings Ca» - ~ 

owing dealer’ fans fee Che Cimes-Fricauune 
turing Staley's products. We cer- 
tainly feel that we have received O S 
excellent co-operation from .. - New RLEANS TATES 
your advertising department since 


we introduced Sta Flo Liquid 


Starch in the New Orleans area.” 


F 
re Representatives: Member 


a Henry. Volle, JANN & KELLEY, Inc. AN ANetwork 
e 


Assistant Advertising Manager 
lan \ EK. Stales Manufacturing Co. 
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Kitchen Set Makers Offer 


Decals as Premiums 


A decorator kit given free with a purchase enables the 


housewife to decorate her kitchen to match her furniture. 


Daystrom Corp., Olean, N. Y., is 
using a novel plan to merchandise its 
tubular-chrome and plastic table and 
chair kitchen sets. ‘The plan involves 
offer of a decorating kit, with a set 
of decals matching the design of the 
plastic table-top of the kitchen table, 
the kit being offered free to pur- 
chasers of the table and chair sets. 
Using the decals, a woman can deco- 
rate cabinets, canisters, refrigerators, 
curtains and wall areas, in a coor- 
dinated scheme. Additional kits may 
be bought if desired. The promo- 
tional campaign which is based on this 
idea was conceived and executed by 
Marcel Schulhoff & Co., New York 
advertising agency. 

The current line of kitchen tables 
and chairs was designed by Karl 


Kipp; who is in charge of Daystrom’s 


design and style laboratory. ‘The de- 
signs on the plastic table tops are by 
Walter Dorwin Teague. ‘There are 
five of these—Trojan, Nightingale, 
Swedish Peasant, Strawberry Festival 
and Floral Lace. ‘The decorating kit 
offered free to each owner of a table 
(in the same design as the table’s) 
contains one large decal in a twin 
pattern, six inches wide, for the lino- 
leum floor or other large surface; 
two medium-size decals, three inches 
wide, for plastic curtains, cabinets, 
etc.; and four small ones, one and 
one-half-inches wide, for canisters. 
Additional giant-size kits with 12 
decals, may be bought at $1.50 apiece. 

Daystrom’s kitchen furniture is ad- 
vertised in color, in women’s maga- 
zines. Illustrations show the furni- 
ture and the matching details on 


Advertisement 


cabinets and elsewhere in the kitchens 
pictured. Copy plays up the kits ang 
the ease with which a kitchen may 


beautified. “The booklet, “Fashions 
for Kitchens,” is offered free. 

This 16-page booklet stresses ys 
of the decals and devotes a page 
each pattern, showing the actual on 
and one-half-inch version and jx 
application in a colorful kitchen, 0; 
one page a woman is shown applying 
the decals, with copy suggesting uss 
for them—on window-boxes, bars 
canisters and window-shades. Th 
back cover of the booklet illustrate 
with small drawings in color, the sell. 
ing points of the product: that it js 
chip-proof, stain-resistant, heat-resis 
tant, and easy to clean. 

There’s a high degree of coordina 
tion in all advertising and literature 
connected with the merchandising o} 
the line. For example, the folder in 
the decorator kit bears the slogan 
“Fashions for Kitchens,” and shows 
a kitchen with applications of the 
decals. It also contains useful hint 
on placement of the decals, on spacing 
and proportion. It shows how w 
group several motifs, how to center 
and how to create borders. There's: 
coupon for ordering the special Giant 
Size Kit at $1.50. 
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BR IDGE PORT 


$903 


$1,010 


The BRIDGEPORT POST-TELEGRAM 


96% Coverage of ABC City & Retail Trading Zone 


Represented Nationally by Moloney, Regan & Schmitt 
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YOUR FIRM IMPRINT 
ZF HERE 


| Each Smokes ’n Lites gift package 


Smokes 'n Lites’ 


Here, at last, is the ideal personalized business gift — 
whether your Yuletide list is ten, or ten thousand names: 
Smokes ’n Lites build customer good will and friendship 
for your company because each is an individual, personal 
gift. A full carton of his favorite cigarettes . . . twenty- 
eight metallic book matches stamped in contrasting foil 
with the receiver’s name or initials . . . assembled in a 
transparent package stamped with your name and greet- 
ing in gold foil. Smokes ’n Lites are luxurious, colorful 
gifts, yet in practical good taste—and the cost is surpris- 
ingly low! Write to us today, using the convenient cou- 
pon below. 
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contains twenty-eight metallic book 


matches stamped in foil with name or 
initials. A choice of Xmas red, Xmas 
green, blue, silver, gold, or copper. 


2 A full carton of popular cigarette 
Camels, Chesterfields, Old Golds, Lucky 
Strikes or Philip Morris. 


> 
J 


3 The acetate carton is gold-stamped 
with your firm name and greeting. 

The colorful outer carton comes foil- 
lined for mailing, or plain for personal 
delivery. 


*Patents pending. 


"| MONOGRAM COMPANY, 1244 Larkin Street, San Francisco 9, Calif. l 
i 5 Gentlemen: Please send me one (1) complete personalized package of Smokes 'n 
Attach this coupon to your business let- I Lites as described above, costing $3.09, complete. ! 
terhead and mail to us. Shipment made 1 Please invoice this |, ia ! 
day order is received. firm. stati its 
Send bill to me Nome to be imprinted 

1 BB wad ed, (PLEASE PRINT) 

| PI d Matchbook 
MON OGRAM COMPANY | descriptive litere. MY choice of cigorettes Color i 

ture, sample match and 

PERSON OF CALIFORNIA 1 prices without obliga- Signed I 
ie ALIZED ADVERTISING DIVISION | tion. (TITLED I 
SUARKIN ST. + SAN FRANCISCO 9, CALIFORNIA | 1 
Telephone: TUxedo 5-014} cite aetna teammate iain nti iia 


HE CAN BUY MORE 
BECAUSE HE HAS MORE |. 


\ . 
\ | v 
| Because Los Angeles has the . 
Ab highest per capita income in any city Ba 
of a million or more, the average Angeleno a 
\ mo 
_ has 24 per cent more to spend la 
\ than the average Philadelphian, 16 per cent 


more than the average New Yorker M 

or Detroiter, and 10 per cent more than ‘a 

iy the average Chicagoan. 

To make sales in this monied market y} 

| | you need the Herald-Express with its thousands 
C more circulation than any other - 
\ daily in the A.B.C. City r 
and Suburban zones. rh 


LOS ANGELES EVENING dll 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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Non-Selling Employes 
Get a Chance to Sell 


They test their sales ap- 
titude through free fed- 
eral training. 


I's a problem to many sales execu- 
ives—what to do about the non- 
glling employe who believes that he 
ould sell, if given a chance. 
The employe may be right, and a 
lesirable addition to the sales force. 
But he can be wrong, and after a 
‘rial, decides that he was mistaken— 
neanwhile having cost the company 
noney for that trial, maybe done 
lamage to customer relations. 

In Los Angeles, the city schools 
nave an answer to that problem. The 
employe who believes he can sell may 
be sent to a short course covering the 
ysic “What-It-Takes,” originally 
lesigned for veterans, but adapted 
‘o the testing of non-selling employes 
wy sales executives, employers and 
he non-selling aspirants themselves. 
There is no fee, because this is 
idult education in distribution 
inanced by the Federal George-Deen 
{ct Students from non-selling de- 
nartments, who want to know 
vhether they are qualified, spend 12 
vening sessions of two and a half 
ours each, grasping the qualifica- 
‘ons, with aptitude tests that may 
lisclose a particular ability, such as 
‘echnological selling. 

What usually happens is, that the 
tudent who lacks what it takes makes 
the discovery himself, while going 
‘rough the course. If he has the 
‘ssentials, he may qualify as a:produc- 
‘we junior salesman. If not, he is 
onvinced of what selling requires. 
But starry-eyed students with 
ague aspirations to sell are in the 
minority, because this course is more 
ten taken by employes in the non- 
elling departments who want to 
‘arn something about selling. 

Take mechanics in the service de- 
artment of an automobile dealer, 
‘or example. They are in contact 
vith Customers, observe the sales- 
tans skill in dealing with the pub- 


+, Inc. 


. nghtly conclude that some of that 
tiling knack would be useful to 
‘tm in their work, go to school to 
‘am the fundamentals—and go on 
‘ong their regular work while at- 
nding the evening classes. 

_ “Ven to teach these employes the 
idamentals of selling would cost 
‘employer money, and take time, 
‘ad probably ball things up. 


= Angeles city schools have 
0vided an “out.” 
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Fort Wayne is the county seat of Allen 
County, Indiana... population 158,900. 
The News-Sentinel is delivered to 59.7% 
more homes in Allen County every week- 
day than are reached by Fort Wayne's 
morning paper. 


* 


The News-Sentinel is delivered to 97.8% of all homes 


in Fort Wayne six evenings each week. 


* 


* 
Che News-Sentinel 


Fort Wayne's Goud Evening” Newspaper 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. » NEW YORK—CHICAGO—DETROI. 


"GRAND SLAM" 


Hooperating 
{Winter-Spring °47) 


11.7 


ASK JOHN BLAIR 
In Columbus It’s 


COVERS ° 
CENTRAL OH\ 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


A Roving Reporter's Notes 
On the Western Canada Market 


BY A. G. MEZERIK 


Population is growing in British Columbia, but more is 


needed to develop the country's vast resources. Van- 


couver, doing a quarter-billion yearly in retail trade, ranks 


as a major trading center with substantial buying power. 


More and more Americans are be- 
coming acquainted with the moun- 
tains, the green forests with their tall 
trees, and the sheltered verdant 
islands along the Canadian coast of 
the Pacific Ocean. Most travelers are 
tourists, exploring a new Mecca, but 
there are factors other than the great 
natural beauty which should attract 
the interested attention of business- 
men as well. 


British Columbia 
British Columbia is a region in 
process of development, an area rich 
in resources so short in most of the 
world. Increasingly it is also a mar- 
ket and, as the next few years rush 
by, the people of British Columbia 


may be among the world’s most pros- 
perous buyers. These are good reasons 
for looking hard at the facts and fig- 
ures of Coastal Canada. And they 
are heightened by an examination of 
a map, for British Columbia is the 
land area between the State of Wash- 
ington and Alaska—a bridge over 
land and water between two signifi- 
cant parts of the United States. 

Size is not always an index of 
wealth or of potential, but in British 
Columbia (as rich as any part of the 
Continent in well distributed natural 
resources) 7,000 miles of coast-line 
means not only fjords which rival the 
beauty of those.of Norway, but com- 
mercial fishing and waterways down 
which can be taken out lumber, min- 


“I sold my hand-cuffs—larceny was just a hobby.” 


erals and farm products. The protec. 
ed waterway is the high road ove; 
which can be returned manufactured 
goods so necessary to increased pro. 
duction and a high standard of living 

British Columbia is fishing an 
shipping certainly, but it is also , 
great inland empire about the sam 
size as Oregon, California, England 
Ireland and Wales—all combined. Ip 
this huge interior lie vast and fertile 
river valleys as capable of providing 
food for far-away populations as js 
the partially developed southern main § > 
land—an already important produce: 
of fruits and vegetables. In the rich 
vastness live only a few more than: 
million people, half of them concer: 
trated into the Vancouver tradin 
area. 

A larger population is needed. Peo- 
ple coming to British Columbia wil 
find room and opportunity just # [ 
have those who in the last 35 yean § | 
have increased British Columbia’ 
population by 42%. For a long while 
they will earn their living working 
the forest products industries (still in 
their infancy, though more than 40% 
of the provincial population is nov 
dependent on them) and from agr: 
culture and mining. 

The world’s largest smelter, Th 
Consolidated, is located in Brits 
Columbia as are many mining ds 
tricts as profitable as they are ! 
mous. Agriculture will grow inet: 
tably, and as roads are built the st 
tlement on the land will increase. 


Future Prospects 

These are prospects for the futut 
but British Columbia is more than 
vision; it is, by any Canadian yar 
stick, a prosperous reality. Vancourt 
is Canada’s big Pacific port and Is 
natural and capacious harbor 's ™ 
second busiest in the Dominion. Fa 
ther north, near the boundary . 
Alaska, is Prince Rupert, terminus 
the Canadian National Railway, ¥° 
a port ready to take on expanditi 
trade. All this is reflected in the 
capita income, for on this front >! 
ish Columbia leads all the other pr 
inces. Americans looking at the pre 
ent and into the future will find -” 
in British Columbia that promise” 
ever greater inter-dependence. Ps 
presently Americans must caret" 
remember a few things. 
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Boston streets aren’t really so narrow; they’re just fuller! 


We admit it; it’s gotten so bad around 
here that pedestrians have to walk on 
the sidewalks! And, thanks to The 
Boston Globe, it’s getting worse every 
day! 

It seems that whenever a Bostonian 
gets an idea he'd like to buy ... or sell 

.. a car, he naturally—and rightly — 
turns to The Boston Globe. In fact, dur- 
ing the first six months of 1947, The 
Boston Globe carried nearly double the 
total automotive classified linage of its 
nearest Boston competitor (Boston 


Globe, 417,933 lines; paper B, 221,674 
lines). Number of individual ads car- 
ried by The Globe was almost double 
paper B and was more than the com- 
bined totals of papers B, C, and D! 


The place to sell an automobile in 
Boston is The Globe! And The Boston 
Globe “pays off” for any advertiser 
with something to sell in the free-spend- 
ing $2,000,000,000 Greater Boston 
Market, for The Boston Globe is 
Boston’s best-read newspaper and 
Boston’s best buy! 


(Trust us to come out of a traffic jam with a success story!) 


Khe Boston Globe 


MORNING 


EVENING 


SUNDAY 


National Representatives: J. B. Woodward, Inc., New York, San Francisco, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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Increase Your 
FOREIGN SALES 


Export 


Advertising 
Se” 


Twelve Agencies Specialize in 
ADVERTISING ABROAD 


Before you“spend” your dollars 
in advertising abroad, secure 
facts about the experience and 
‘know how’ of agencies that are 
specialists in this field. 

The agencies listed below 
specialize in planning and 
carrying out export advertising 
campaigns. Training, experi- 
ence and foreign contacts have 
given them a unique knowledge 
of overseas markets, media and 
sales distribution methods. 
They are now serving a long list 
of the largest and most success- 
ful export advertisers. 

For information on the serv- 
ices available, write to any 
agency listed, or direct to: 


Association of 
EXPORT ADVERTISING 
AGENCIES 


2 WEST 46th STREET, NEW YORK 19, N. Y. 


--... Member Agencies: .---- 


1 
1 
G. M. BASFORD COMPANY 1 

60 E. 42nd St., New York 17,N.Y. 
422 Leader Bldg., Cleveland 14, O. ' 
T. B. BROWNE, LTD. r 

SSL Fifth Ave., New York 17, N.Y. : 
THE BUCHEN COMPANY I 

400 W.. Madison St., Chicago 6, Ill. 
DORLAND, INC. : 
(International Division) H 

247 Park Ave., New York17,N.Y. 1 
EVANS ASSOCIATES CO. ; 

307 N. Michigan Av., Chicago 1, Il. 
EXPORT ADVERTISING AGENCY, INC. 1 
919 N. Michigan Av., Chicago 11, Ill. ' 
FOREIGN ADVERTISING u 

AND SERVICE BUREAU, INC. } 

342 Madison Av., New York 17,N.Y. 4} 
GOTHAM ADVERTISING COMPANY, INC. ; 
2 W. 46th St., New York 19, N.Y. ' 
J. ROLAND KAY, INC. 1 

230 E. Ohio St., Chicago 11, Il. ; 
NATIONAL EXPORT I 
ADVERTISING SERVICE, INC. ; 

405 Lexington Av., NewYork 17,N.Y. 4 
ROBERT OTTO & ASSOCIATES, INC. ; 
271 Madison Av., New York 16,N.Y. 1 
IRWIN VLADIMIR & COMPANY, INC. ; 
285 Madison Av., New York 17,N.Y. 3 
One N. La Selle St., Chicago 2, Ill. ; 
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The British Columbia economy is 


| not so much trans-Canadian as it is 


coastal. he Rockies are a great natu- 
ral barrier between Eastern Canada 
and British Columbia and the very 
high freight rates across the Rockies 
have led British Columbians to do 
their hauling on the ocean and their 
buying in Seattle and San Francisco. 
This would be an unadulterated asset 
to the United States were it not for 
the fact that there is a strong and 
growing feeling among the people of 
British Columbia that Americans 
with whom they do business are mer- 
ciless and mercenary. They point to 
the behavior of Seattle merchants who 
refuse to accept Canadian money ex- 
cept at a large discount. Feeling runs 
so high that some merchants in Vic- 
toria, by all odds the most popular 
city with American tourists, refuse to 
accept American money. 

Another grievance is less superficial 
and more likely to affect all relations 
adversely for a longer time. Canada 
has not been able to balance her trade 
position with the States and her short- 
age of dollars is today critical. Since 


the time of confederation in Canada 


in 1867, her trade has largely been 


| confined to only two countries—the 


United 
States. 


Kingdom and the United 


Trade Story 


In the beginning, Canada imported 
56% of its needs from the United 
Kingdom, while only 30% came from 


_ the United States. On the export side 


Canada sent 38% of its goods to the 
United Kingdom and about 50% of 
all its exports to the United States. 
Initially then, the Canadians were in 
a favorable position, as to the United 
States. The United Kingdom still 
takes about the same percentage of 
Canadian exports—about 40%, but 
imports from that country have 
dropped to 7%. If England had any 
Canadian dollars, Canada therefore 
would be getting a flood of them from 
the mother country. 

The opposite has happened in trade 
with the United States; Canadians 
have been able to sell us less and less 
of their exports until now the original 
figure of 50% has diminished to 40%. 
Yet on things Canada buys from the 
United States the original figure of 
30% has mounted to a startling 75%. 

A Canadian producer of a shipload 
of lumber to England wants Canadian 
dollars for them on delivery. Obvi- 
ously England cannot get enough Ca- 
nadian dollars from the tiny amount 


_ of goods which she sells to Canada. 


On the other hand, an American ship- 
per of automobiles demands American 
dollars for his cars from the Cana- 
dian buyer. Canada, in the position of 


buying 75 cents worth of goods frog 
Americans while selling back 40 ceng 
worth, is not going to be able to maip. 
tain that 75-40 ratio. She does mos 
of her selling to the United Kingdoy 
which has no dollars with which » 
pay her. She does most of her buying 
from the United States which ¢. 
mands dollars in payment. Somethin: 
has gone wrong. 


Two-Way Street 


During the war there was muc 
talk in American business circles aboy: 
trade being a two-way street or ; 
many-laned highway where, by inter. 
change of exports and imports, Amer. 
ica’s trade with the world was to k 
kept healthy and ever-growing. Ye 
Canada, our nearest neighbor ané 
the one with which our ties are x 
close that we never think of Canadian 
as foreign or separate, is—two year 
after the end of the war—tottering or 
the brink of disaster. 

It doesn’t make sense, politically o 
economically. , Inevitably Canadians 
must soon find a way out of thi 
impasse, for the situation has beer 
aggravated by the decision of th 
British Government to curtail its ex 
ports from Canada. If they do wha 
other nations have done in the pas 
when confronted with a similar blin¢ 
alley, they will end by dumping int 
American ports their surpluses # 
whatever dollar price they can get 
If that happens, American busines 
will take a needless and avoidabl 
beating. And before the debris he 
been cleaned up we shall find ou 
selves erecting new trade walls an 
voting higher tariffs, and our 
bittered Canadian neighbors will * 
doing their baying with anybody ¥ 
the world but us. 

This is an ominous shadow on th 
future; but happily, as yet there a" 
only traces of animosity. The Celanes 
Corp., building a $15-million plant # 
Prince Rupert, has been welcomed } 
all, and Crown-Zellerbach’s gtt# 
subsidiaries are well thought © 
Brand names, those best known in the 
States, are in demand—regarded } 
all as dependable guides to quali 
Cultural relationships, as well # 
those of trade and industry are clo 
following the water line up the enti 
coast. Politically socially and cost 
mercially, neighborly ties exist W! 
the United States. . 

The future of this immensely 1 
country, the common language ® 
tradition, the proximity—all these 2" 
good reasons for averting disaster 
creating a sound basis for the Cat 
dain economy. The people of ® 
United States and their Governme 
have a job to do. Not alone in seis 
their goods as in the past, but in be 
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OP oe ond Commentary an the Hh Cones niign 
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One of a series of twelve short notes showing 
manufacturers and their advertising agencies 
how RESTAURANT MANAGEMENT helps build 
sales. Would you like to have the complete 
set? Drop us a line. We'll do the rest. 


MEMBER SINCE 1926 


IT’S OUR BUSINESS TO HELP BOOST YOUR BUSINESS 
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Toteresting Facts About 
The International Indus- 
tria! Exposition. 


The International Industrial 
Exposition has been organized 
to develop an Annual Exhibition 
Centre for the display of the 
product of all 
nations 


and processe 


57 miles «is 
all forejgs 


AMERICAN MAP COMPANY, INC. 


16 East 42 St. 
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purchase or reclamation of land 
it has been fortunate in secur- 
ing, for its purposes, the world 
famous Million Dollar Pier 

The novelty of holding the In- 
ternational Industrial Exposi- 
tion on a great ocean pier, @x- 
tending more than a third of a 
mile out over the Atlantic 
Ocean, i omething no other 
Exposition has ever offered 

More than 500,000 sq. feet of 
exhibit space will be available, 
classified areas on the 
““« the exhitytors at the 


in ex 
ollar 
ped 
is. 
@ gradient 


| 
™ Mezzanine | ally 


clusive viewings oP} on 
ng certain morning 
peri Exposition will 
of extending 
cial i+ Yons 
wny 


N.Y. 17, N.Y. 


[intense 
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ing and in lending the latter on what 
is undoubtedly the best security to be 
found anywhere in the world. 


Vancouver 


Vancouver, as you approach it, will 
remind you of San Francisco. The 
mountains are there and the lovely 
bay and the long bridge, here the 
Lions Gate Bridge. Other things 
bring San Francisco to mind as well; 
the bustling port, second largest in 
Canada, from which sail ships bound 
for all the world, the big financial 
buildings and the prosperous stores. 

Business is good in the stores, re- 
flecting a four-fold increase in buying 
power since 1938. Retail trade is on 
a scale commanding respect and atten- 
tion of anyone, for it now exceeds a 
quarter of a billion dollars annually. 
One reason for this tremendous trade 
volume is the population growth of 
Vancouver’s metropolitan area, now 
close to half a million—an increase 
of 26% since 1941. 

Natural location, an equable cli- 
mate much like that of Northern Cali- 
fornia and a fast developing trading 
area, all add up in the minds of those 
who have known this city well, to 
continued and steady growth. Van- 
couver will inevitably be the center 
for a great plywood, pulp and paper 
industry, as it already is for lumber. 
Immense amounts of food and sup- 
plies are bought in the far-flung 
logging camps scattered throughout 
the Province. 

Along the adjacent Fraser River 
Valley lies a developing farm region 
which, on the basis of fertility and 
access to markets, one day will rival 
that of the agricultural area behind 
Portland, Ore. Toward this day the 
planners of Vancouver are now work- 
ing, setting up water and power dis- 
tricts. Vancouver's business leaders 
estimate that their trading area can 
absorb another 300,000 residents, two- 
thirds on the land, dairying and grow- 
ing small fruits and vegetables, and 
another 100,000 in the city, working 
in canning, the secondary industries 
which are still lacking, and in the 
service industries. 

To be added to the region tapped 
so immediately by the City of Van- 
couver is lush and huge Vancouver 
Island across the straits. On_ this 
wooded island live 175,000 people 
who buy about $80 million worth of 
goods annually. 

Vancouver Island is a naturally 
beautiful setting bound to attract fish- 
erman, boatmen and all who seek a 
year ‘round participation in outdoor 
life and who wish to escape the rigors 
of eastern winters. An_ increasing 
number of people from Canada and 


the States—people who are aging and 
seeking a place to which to retire~ 
have a better reason for going to Van 
couver Island than they have had fo, 
going to California. There are med). 
cinal clays there and other health 
resources for those who seek a renews! 
of youth. The cost of living is lower 
too, and sedate ways of rural Eng. 
land have found root. 

Old folks going there to retire, wij 
find that they were preceded by cin 
with the same idea. Long ago, English 
colonials, destined for England to be 
retired after long service in the Or. 
ent, discovered Victoria when their 
ships stopped in that port on the 
southern tip of Vancouver Island. 
Many did not go farther, and today 
Victoria and other smaller towns on 
the Island are very English towns 
indeed, populated by generals and ad- 
mirals honorably retired after long 
vears in His Majesty’s service. 


Wealthy Communities 


With these remittance men came 
their families and their wealth, the 
latter sometimes not inconsiderable. 
Some communities on Southern Van- 
couver Island are among the wealth- 
iest in Canada. These Islanders with 
the numerous prosperous people of 
Vancouver proper, already comprise 
a large market for luxury goods. 
However, the mass market is pre: 
dominantly working class, which is 
logical enough in a newly developing 
area. The industrial unions in the 
large industries are new to Vancow- 
ver, having been built only in the las 
three years. They are neverthles 
strong and the wage scales are high 
tor Canada; the average wage paid 
lumbermen is $9 a day for 250 days 
of work annually. 

A reflection of the purchasing 
power already to be found in Vancou 
ver is indicated in the statement of the 
Vancouver branch of the Canadian 
Bank of Commerce, which has more 
savings on deposit than does any other 
branch of that bank, the network 0 
which blankets all Canada. The rising 
cost of living, noticeable here les 
than in the States, has not yet cut 
into those savings appreciably. Since 
1939 wages in Vancouver have i 
creased about 41%, while prices have 
risen 58%. 

Vancouver, together with its trad: 
ing area, is one of the few places 
the world where the future looks go 
indeed and where the present is pro 
perous and pleasant. It will one da 
be a noble and many storied building 
Meanwhile, the first floor is finishet 
and livable. There is still plenty “ 
time for millions to get in on? 
ground floor. 
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“Stage-Door Johnnies” 


....1947 Version 


/ he longest waitit 


waiting impatiently for shiny new cars rolling off production lines of Detroit's huge auto plants. 


12g line this nation has ever known is the line up of folks 


Aou long will it take for this waiting line to be served? Detroit's production experts 
say several years, even with steady full-time employment of over a million Detroit workers. 
That's what makes Detroit one of the nation’s most stable markets, with assured buying 


power through the years ahead. 


/0 tap this wealth, advertisers most logically use The Detroit News... with the largest week- 
day circulation of any Michigan newspaper .. . and with the 

greatest coverage in the greater-income group. It’s 
\ttle wonder that The News leads consistently 


in advertising lineage in Detroit. 


(G 


Owners and Operators of Radio Stations WWJ..WWJ-FM, WWETV 
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Would You Be Interested In 


. . A Stimulating Business Connection 
With No Restriction On Earning Power? 


This offer is to a few men who, though 
rated successful by ordinary standards, 
feel they are up against a stone wall, as far 
earnings go, in their present connections. 


Bastian Bros. (AAA-1 rated), top leader 
in its field, employs 500 skilled workmen 
and has offices coast-to-coast. Every busi- 
ness is a prospect for a Bastian product. 
We make point-of-sale displays and signs; 
advertising specialties; name plates for 
manufactured products; celluloid and 
metal buttons for political campaigns and 
unions; convention badges; employee 
service and safety award emblems; man- 
ufacturers’ parts; calculators; celluloid 
pocket calendars; anything in plastic 
sheets or to 18” in die-struck metal, etc. 


This comprehensive line, with acceptance 
of the Bastian name and continuous pro- 
motion opens wide the door of oppor- 
tunity. Capable Bastian representatives 
maintain much better than average stand- 
ard of living in both good times and bad! 


As representative for Bastian, you would 
actually be in business for yourself, but 
would make no capital investment beyond 
first few months time it takes to get well 
established. You work close to home, on 
your own hours, in your own way, coming 
in contact with leading business people of 
your community. And you should earn a 
substantial income! 


If this arouses your interest, we would 
like to hear from you. Write us today! 


BASTIAN BROTHERS COMPANY 


1650 CLINTON AVE. N., ROCHESTER, N. Y. 
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machines get all the facts 
on SoundSeriber 


Because: 


1. SoundScriber is the ONLY 

electronic dise dictation machine. 
2. SoundScriber results—greater savings of 
time, effort and 
money — have been 
PROVED in use by tens 
of thousands of busi- 
ness and professional 
men. You, too, want 
these savings. Mail 
the coupon today! 


JOUND/CRIBER 


Trade Mark 
ELECTRONIC RECORDING EQUIPMENT 


The SOUNDSCRIBER CORPORATION, Dept. SM-10 New Haven 4, Conn. 


send case histories 


Please on SoundScribers in operation. 


Name 


Company 
Street 
City State 


150 


When Is a Contract 
Not a Contract ? 


BY ALBERT WOODRUFF GRAY 


Answer: When it's too vague with respect to its terms, 
Many a company has skidded into costly litigation on the 
thin ice of carelessly dictated agreements covering it 
relationship with its salesmen, distributors or dealers 


Every contract is an agreement, 
but every agreement is not a contract. 
The law does not make contracts 
when the terms and obligations set 
out in the agreement are so vague 


‘and uncertain that the court cannot 


ascertain what obligations the parties 


intended to assume nor how they 


| were to be performed. 


For the creation of a binding con- 


|tract there must be set forth a de- 


\when and how 


time-proven | 


tailed and definite statement of the 
agreed undertaking, what the obli- 
gations of each of the parties are and 
they are to be exe- 
cuted. Further, a contract must be 
complete in itself. It cannot be 
changed by the understanding of 
either party nor by conversations or 
agreements, occurring before it was 
made, which serve to alter its terms. 

The unusual number of cases, dur- 
ing the past few months, which have 
arisen from the failure to adhere to 
the law that a contract must be defi- 
nite and certain in its terms, suggest 
that too many in the business world 
are prone to trust to fair business 
weather rather than to a staunchly 
built and well calked contract to 
bring them into port. 

“The court can supply some ele- 
/ments in a contract, but it cannot 
|make one; when the language in a 
|contract is too uncertain to gather 
|from it what the parties intended, 
'the courts cannot enforce it,” is the 
statement of this law by a Colorado 
court with reference to an agreement 
between an Arizona oil corporation 
_and a 65-year-old Kansas farmer and 
small oil producer, where the farmer 
| has agreed to give such advice, opin- 
‘ions and information he might be 
asked to furnish besides cooperating 
with and assisting the corporation. 

What were the services the farmer 
was to give? He was an elderly man 
with a limited and unsuccessful ex- 
perience in the oil industry. “By what 
rule,” asked the court, “could be de- 


termined whether or not there had 
been a breach of contract?” 

What was the duration of the ser 
ices the farmer thus agreed to per. 
form? When would his part of the 
agreement be completed ? If he should 
die, how could the earned portion of 
his compensation be _ determined? 
“Such questions,” concludes the opin- 
ion, “illustrate the uncertainties at- 
tendant upon the instrument from 
which arises the inevitable conclusion 
that if the minds of the parties ever 
met as to services and obligations, 
such services and obligations cannot 
be ascertained from the instrument 
itself.”” (1) 

This absence of clearly defined 
conditions and obligations not onl) 
arises in relation to the kind of serv 
ices to be rendered and the length 
of time of the employment, but from 
an almost endless catalog of omission: 
of necessary contract details. A los 
of compensation was suffered by 3 
group of salesmen for the mere lack 
of a clear definition and method o 
—— of such indefinite terms 

“gross sales” and “gross profits, 
in which the group anticipated : 
share. 

In this California case, salesmen 
under their agreement with an oil 
company as employer, were to receivt 
as additional compensation half ¢ 
any “increase in the gross amount of 
sales over the gross sales of the pre 
ceding year,” to be divided among 
the salesmen, share and share alike 
The term “gross sales” was too vagut 
and indefinite for any determination 
of the compensation. It failed to sp* 
cify the method for computing the 
amount represented by the term. The 
salesmen insisted that the comput 
tion be made on the sales prices with: 
out deduction for production cost 

“Half the gross increase in the 
return from sales to be made,” * 

(1) Newton Oil Company v. Bockholé 
176 Pac. 2d 904. 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 


7 


Vii vie 


| construction program at 
Oxford’s mill in Rumford, 
Maine, is made up of new build- 
ings and equipment as well as im- 
provements to the present plant. 


the program is dedicated to one 
um—Qxford’s never-ending 
‘arch to surpass its. own high 
standards in making paper. 


Amulti-storied building is almost 
completed to house additional 
operations and a new boiler and 
‘tam turbine are being added to 
“sure an adequate supply of con- 
tinuous power. 


sewhere in the plant extensive 
wodernization is going forward to 
‘complete a program which will 
“st many millions of dollars. 
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SERIOUS SEARCH! 


PARTY ON LOOKOUT 

FOR ONE OF THE OLD HANDS WHO HAS LOST 

HIS WAY AMONG THE NEW BUILDINGS IN 
OXFORD'S CONSTRUCTION PROGRAM. 


These additions and improve- 
ments which will further advance 


the quality and production of 


Oxford papers are matched by the 
skill of Oxford’s craftsmen, over 
600 of whom have had 20 or more 
years” experience in the plant. 


Add to this Oxford’s complete 
control of all facilities from wood 


to the finished paper, and you 
have the answer to why we can 
set high standards of quality and 
maintain them year after year. 


We suggest you call in the Oxford 
man next time you have a job in 
which quality counts. You'll find 
Oxford merchants in principal 
cities Coast to Coast. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex CIS Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N.Y. 


MILLS at Rumford, Maine 
and West Carrollton. Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cittes 


ASK THE 
BRANHAM MAN 


Whe 


ASHEVILLE’S 
RETAIL SALES 


for First Seven Months of 1947 


Up 19%!" 


*Department of Commerce Report 


Request Market Folder on 
Asheville and Its Rich 
20-County Market 


Representatives 
THE KATZ AGENCY 


SHEVILLE 


CITIZEN + TIMES 


Me Onin) Ev ning, 


Cl T | Z E N “1 | M E S Sunday 


ASHEVILLE, N. C. 


serted the court in refusing to adopt 


this method, “would be promising to 
pay not only half of any profits on 
additional products to be sold, but 
half of the actual costs of such addi- 
tional products.’’ Then, in a blanket 
condemnation of indefinite agree- 
ments of this sort, the court con- 
cluded, ‘““There can be no contract 
unless the minds of the parties have 
met and mutually agreed; a contract 
which is so vaguely expressed as to 
be unascertainable, is wholly void.” 
(2) 

‘Through all of these instances runs 


a disregard of clear, businesslike 
agreements, that at the end often 


takes heavy toll of one or the other 
party to such agreements. Expecting 
one of two contracting parties to 
assume obligations which are not ex- 
pressed and which have no existence 
beyond the wishful thinking of the 
other, is a tenuous hope foredoomed 
to disappointment. 


No Terms to Conjecture 


‘The agreement set out in a valid 
written contract leaves no terms to 
conjecture. It is a New England 
axiom that a man may be honest but 
he must be kept honest. Provision 
must be made against an adverse in- 
terpretation or against the lack of 
the opportunity of any interpretation 
whatever from the absence of clearly 
defined conditions. 

Shortly after the outbreak of the 
last war a firm of architects and two 
engineering firms agreed they would, 
“use their best efforts to secure from 
the United States the award of con- 
tracts for the rendition of engineer- 
ing and architectural services and 
that all contracts awarded to them 
or any of them should be received 
and executed by or on behalf of all 
of them and that all of the work to 
be done under any such contracts 
should be done by all of them and 
that all monies and profits received 
should be immediately divided 
equally.” 

In the almost preordained lawsuit 
arising from the attempt to enforce 
this vague and will-o-the-wisp agree- 
ment, the engineering firms asked 
damages from the architects for their 
failure to adhere to the agreement 
that had been made. That agree- 
ment, asserted the court, was neither 
valid nor enforceable. No stipula- 
tions had been made for a division 
of the work; no provisions were set 
up for meeting contingencies bound 
to arise in work suitable to some and 
unsuitable to others, or for the financ- 
ing of the operations of all concerned. 

“The law cannot finish what the 
parties have left unfinished and there- 


by create a contract where they jp. 
tentionally omitted to make on 
themselves.” (3) 

Another instance, relating to excly. 
sive distribution, rights arose in the 
marketing of “Duco,” where the djs. 
tributor had enjoyed such rights fo 
the State of Iowa for six years. The 
agreement was a letter of the pro. 
ducer, on which was endorsed: 

“Accepted” by the jobber. 

“This will confirm our agreement 
whereby you will act as sole djs 
tributor of our Spray Duco, Spray 
Thinner, Blue Diamond Undercoats 
and Rubber Compounds to automo 
bile. refinishing shops and furniture 
refinishing shops in the following 
territory—Entire State of Lowa.” 

These distributors had expended 
expense and effort in building w 
their market, with a childlike faith 
that tomorrow would follow toda 
and that the manufacturer would act 
as the jobber hoped he would act. 

In October, 1930, six years after 
the exclusive sales agreement had 
been made the jobbers were notified 
by letter that this agreement under 
which they had been working, would 
be terminated on the Ist of the fol- 
lowing December. 


Without Redress 


The comment of the court, in con- 
cluding that the distributor was 
without redress, epitomizes the con- 
sequences of this inexcusable neglect 
of failing to express clearly and com- | 
pletely the terms and obligations 0 
a contract. 

It seems fair that, after having 
spent six years in developing the tert: 
tory assigned to it, the Reno © 
should have been permitted to com 
tinue or should have been compet 
sated for the injury done it by hav 
ing its business taken away. How 
ever, the injury done to the Reno 
Co. was one against which its com 
tract rather obviously did not afford 
protection. The entire trouble * 
found in the contract itself. It wa 
not at its making strong enough ‘0 
hold.” (4) i. 

The comment is imputed to Danie! 
Webster that a law without a penalt 
is merely good advice. The sai 
observation may be made of agitt 
ments with vague and undecipherabl 
obligations yet to be perform 
merely forlorn hopes for the part 
who would gain by their periorm 
ance. 


(2) Sieck v. Hall 34 Pac. 2d 34 

(3) Druar v. Ellerbe & Co., 24 N.¥ 
2d 820. 

(4) Du Pont v. Claiborne-Reno Co 
64 Fed. 2d 22. 
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Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers’ 
Service Bureau, Sales Management, Inc., 
386 Fourth Ave., New York 16, N. Y. These 
reprints may be ordered by number: 


ADVERTISING 


160—National Brands Now Get Full 
Recognition in Kroger Chain. (Price 5c) 
159—Does It Pay to Repeat an Ad? 
Tests Say “Yes.” (Price 5c) 

158—Primer on Prize Contests by 
Frank Waggoner. (Price 5c) 

138—How to Increase Sales Through 
Better Media Selection, by Arthur Hurd. 


Price 25c) 


MANPOWER PROBLEMS 


161—Why I Lost That Order. (Price 
‘ec 

155—Morale in the Sales Force: What 
Can We Do To Keep It Healthy? by 
R. L. Cain. (Price 5c) 

154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of a 
Hard-Hitting Sales Force. (A_ portfolio 
f 12 articles.) (Price 50c) 

183—A Heart-to-Heart Talk with 
Salesmen About the Company’s Advertis- 
ing by E. A. Gebhardt. (Price 5c) 

149—Salesmanship as a Profession, by 
Robert S$. Wilson. (Price 25c) 

145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
Price 10c) 
142—Paying for Sales: Some Compen- 


sation Principles and Practices. (A port- 
folio of 13 articles.) (Price 50c) 
130—How to Spot, Appraise and Spike 
Grievances Among Salesmen, by Robert 
N. McMurry. (Price 5c) 

129—How to Solve Salesmen’s Auto 
Cost Problems, by R. E. Runzheimer. 
Price 10c) 


MARKETS 

156—Sales and Advertising Experts 
Pick the Best Test Markets of the Country 
in three population groups. (Price 25c) 

152—Where to Look for Big Buvers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 

142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 

125—New York 
crease Department Store Memberships in 
1946. (Includes tabulation of New York 
buying offices.) (Price 10c) 


Buying Groups In- 


MANAGEMENT | 
151—Where Will Profits Come From? 
by A. J. Gallager. (Three articles). 


(Price 50c) 


REFERENCE TOOLS 


144—A Current Reading List for Sales 
Executives and Salesmen. (Price 25c) 

135—A Current List of Selected Infor- 
mation Sources for Businessmen, by Peter 
B. B. Andrews. (Price 10c) 

117—A Selected Reading List for Pro- 
fessional Salesmen, by Dr. James F. 
Bender. (Price 5c) 


. se 
New Sign For Recordio 
Che Wilcox-Gay Corp., manufacturers of Recordio, have intro- 
duced a new edge-lighted identification sign which dramatizes the 
trade mark of the company’s product. This new sign is a lucite panel 


Inserted in a bakelite base... . 


Lighting arrangement is non-fluores- 


cent, which prevents static interference when used on Recordio in- 
struments. ‘he trade mark is planographed on the lucite panel and a 
vivid dye painted into the lettering to give a brilliant glow when 
the sign is lighted. It’s being distributed to the nation-wide organiza- 


tion of Recordio dealers. 
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carry that bottle 


SAFELY! 
) 
la 


ina 
PAYS FOR ITSELF 
a dozen times over / 
in protecting luggage , 
and saved cleaning 
bills. This smart 
looking suede-like, 
heavily-padded, 
highly absorbent, 
zipper-closured 
Venus Bottle Guard 
absorbs the shock 
of careless handling 
of luggage... travels 
your liquor safely. 
Makes a luxurious 
and neat carrying 
case... lasts a life-time. 
Quart, pint, and ¥4 pint 
sizes, $3, 2.50, 2.25 
... Luggage Tan, Rich 
Green and Maroon. 


VENUS 


TTLE 
UARD 


For Group Purchases 


Venus Bottle Guard 
makes a wonderful 
way to enhance a 

gift at sales meetings, 
dinners, etc. Write for 
quantity information 
also for and prices. 


perfumes Department SM-10 
VENUS CORP. 1170 BROADWAY, NEW YORK 1, &. Y. 


Do you have a 
product that fits 
the 
BAKING INDUSTRY? 


See Bakers Weekly's offer 
of market analysis, page 
131, this issue, Sales Man- 
agement. 


FREE! Eereate readership 


your ads with 
LIFE-like EYEXCATCHER photos. 
Nothing like them anywhere. 
Used by biggest advertisers. 100 
new subjects monthly. Mat or 
glossy print plan at small cost. 
Write for new proofs 
#104. No obligations. 


EVYEXxCATCHERS, tac. 
10 ©, 38 St.,. New York 16 


153 


NEWSPAPERS 


The over-all subject of the 16th 
annual New York Herald Tribune 
Forum will be “Modern Man: Slave 
or Sovereign?” It will be held at the 
Waldorf-Astoria, New York City, 
Monday night, October 20; ‘Tuesday 
afternoon and evening, October 21; 
Wednesday night, October 22. 

In developing its theme through 
inquiry into the factors that today 
promote or limit the freedom of the 
individual, the first session of the 
Forum will consider ‘America’s 
Problems of Liberty.” The second 
session will be concerned with spirit- 
ual values and the contributions of 
the world’s great religions to the 
strength of man. ‘The Strength of 
Free Economy” will be discussed at 
the third session by spokesmen for 
labor and management, and by Gov- 
ernment leaders. The final session 
will bring together statesmen from 
here and abroad, who have been en- 
gaged in work to implement the 
Marshall plan, to discuss “World 
Economic Reconstruction.” 


The European Edition of the 
New York Herald Tribune this 
month celebrates the 60th anniver- 
sary of its founding. First published 
on October 4, 1887, by James Gor- 
don Bennett, Jr., as the Paris Edition 
of the New York Herald, the Euro- 
pean Herald Tribune has survived 
two world wars. A special edition, 
published Sunday, October 5, in com- 
memoration of the paper’s Diamond 
Jubilee, carried messages of congratu- 
lation and appreciation from diplo- 


gency New 


mats, Government officials, and edi- 
tors in many countries in Europe and 
in the United States. In its present 
form, the European Edition of the 
Herald Tribune averages 6 pages a 
day, 6 days a week, and, in style and 
content, follows closely the pattern 
of the parent New York edition. 


The editors of Army Times an- 
nounce publication of the Air Force 
Times, new weekly newspaper de- 
voted to news of special interest to 
members of the Department of Air 
established under the recent merger 
of the Armed Forces. Anticipating 
a greater demand for news of air 
power developments by the post-war 
Air Force, the editors of Army Times 
have expanded the Air Force Edition 
of that weekly newspaper into a full- 
size publication exclusively for the 
Air Force. 


The Nassau Daily Review-Star 
has completed plans for a $200,000 
expansion program, calling for a new 
high-speed press and an addition to 
its present main ofhce building in 
Rockville Centre, L. I., N. Y. The 
press, ordered in December, 1945, is 
being constructed for delivery in 
April, 1948. It is a four-unit, 40- 
page capacity type capable of turning 
out 40,000 papers an hour. It is 
equipped for color printing, being so 
designed as to make possible three 
different colers in a single run. The 
two-story addition to the main office 
building will house the new press and 
stereotyping equipment, as well as 
the Circulation Department. 


IMPETUS was gained for the Chicagoland Home and Home Furnishings festival by the 
opening of this Chicago Tribune home which was built from $1,000 prize-winning design. 
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Video screen productions to be pu: 
on the air by The News, New Yon 
City, television station when it make 
its debut next year, now are unde 
preliminary consideration by mem 
bers of a new advisory board on pro- 
gramming. President and_ gener 
manager, F. M. Flynn, initiated fo. 
mation of the group early in Septem. 
ber. Executive Editor, Richaré 
Clarke, heads the group. The Ney, 
station, temporarily listed as WLTY 
received its construction permit from 


the FCC on August 7. 


G. Gordon Strong is newly name 
business manager of The Toled 
Blade. He also continues as treas. 
urer. Six new members have 
been named to the Sales Committe 
of the Bureau of Advertising, Amei- 
can Newspaper Publishers Associa 
tion: James B. Jones, Scripps 
Howard Newspapers, Detroit; Sam 
R. Bloom, Dallas Times-Herald 
Walter Crocco, Kelly-Smith Co. 
Inc., New York City; George Hart 
ford, Chicago Daily News; Warne 
R. Moore, The Philadelphia In 
quirer; C. L. Fountain, Lancaste 
(Pa.) Newspapers. 


EDWIN F. RUSSELL is new pub- 
lisher of the Patriot and The Evening 
News; Harrisburg, Pa. No policy 
nor staff changes are contemplated. 


MAGAZINES 


In February, 1948, a 15th Edition 
the Canadian, will be added to tht 
family of The Reader’s Digest \» 
ternational Editions available to at 
vertisers, making a total of 15 ed 
tions in 10 languages. ‘“The English 
language Canadian Edition,” s# 
Dr. Barclay, director of the Digest 
International Editions, “togethe 
with the French-language Canadia’ 
Edition, started last July, offer 
Canadian advertisers, for the fir 
time, a bi-lingual, nation-wide, lart 
circulation magazine.” 

With the circulation ot th 
French Edition guaranteed at 100 
000, the two editions together 10 
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Aardly the place for it! A salesman would prob- 
ably get a cool reception there to say the least. Yet 

. : Y many concerns have erred in trying to sell without 
Planned Distribution definitely establishing the location of their mar- 
keting area...a warning that it doesn’t pay to 


The compact 2-in-] market (Greater guess at your market. 

™ Cleveland plus the 26 adjacent The Plain Dealer Market Survey department elimi- 

ed. counties) gives you Ohio’s two nates all the guesswork from your marketing pro- 
richest markets at one low cost. gram in the Cleveland territory. It tells you where 

; ‘ the best buying areas for your products are located... 

‘a The Plain Dealer is Enough and shows you how to build up a sales volume with 

to the —if You Use it Enough a minimum number of outlets. Merely write or call 

st In eee a Plain Dealer representative for an appointment 

to at  CLENTL AND FLAS an wn to receive this unusual and individualized service. 
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Digest d 

ogethe * 

nadia! ; 
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+ €levelands Home Newspaper 

ot th John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Lor Angeles 

it 100 A. S. Grant, Atlanta 
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provide advertisers with a combined 
net paid monthly circulation of 600,- 


000. This latest edition raises the 
combined circulation of The Read- 
er's Digest International to 3,887,- 
000, including the British Edition, 
which does not yet carry advertising, 
but which like all of the Digest’s 
International Editions, will do so 
when paper supplies permit. 


Holiday will accept advertising of 
alcoholic beverages beginning with 
the issue of January, 1948. Walter 
D. Fuller, president of the Curtis 
Publishing Co., states that //oliday 
is the only Curtis magazine which 
is adding this new advertising classi- 
fication. Curtis officials report that 
the September issue of //oliday ex- 
ceeds 800,000 circulation. ‘The maga- 
zine is also adding to its classified 
advertising columns a directory of 
camps, schools and colleges in Feb- 
ruary, 1948. 

* 

Starting this month, The Family 
Circle Magazine is adding 410 Co- 
lonial Stores to its list of distributors. 
‘These stores, at the present time, 
operate the Big Star and Little Star 
Markets, Pender Stores and Rogers 
Stores which are located in Virginia, 
North and South Carolina, Georgia, 
Alabama, and northern Florida. ‘The 
Colonial Store distribution will be 
known as Family Circle's South At- 
lantic Edition with a circulation 
guarantee of 75,000 This 
addition brings Family Circle's cir- 
culation up to 1,500,000 monthly. 


On January 5, 1948, Newsweek- 
Pan America and the National Edi- 


copies. 
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PENNY AND PETE on 250,000 
initial covers of Street & Smith's 


smart new quarterly, Made 
moiselle's Living, which has a 
tie-in with 67 department and 


home furnishings stores both in 


the United States and Canada. 
tion will be consolidated into one 
magazine for the entire Western 


Hemisphere. All advertising sched- 
ules in Newsweek-Pan America will 
remain in force up to and including 
the issue of December 29, 1947. 
Current distribution of the edition 
will be maintained until the consoli- 
dation is effected. Newsweek is said 
to be the first to fly its full edition 
to Latin America. Its on-sale date 
throughout Latin America will be the 
same as the Domestic Edition in con- 
tinental United States. 


The American Girl, published 
monthly by the Girl Scouts, and the 
oldest girls magazine in the teen-age 
field, is celebrating its 30th anniver- 
sary with the October issue. 


EDWARD R. HITZ is promoted to 
assistant director of Network Sales 
for the National Broadcasting Co. 


RADIO 
ABC, CBS and NBC have signed 


subscription contracts with Broadcast 
Measurement Bureau. By agreement 


with the three networks, acceptane 
of the contracts is being withhelj 
pending receipt of a subscription froy, 
MBS, in an effort to win suppor 
from all four networks, according 1 
Hugh Feltis, BMB president, 
The number of station  subscrip 
tions received by the first of thi 
month was 455. The three networ 
subscribers signed for their owned 
and operated stations as well as {fo 
their networks. ‘The Arrowhead Ne. 
work became the second region, 
network to subscribe, New Englan/ 
Regional having signed earlier, 
The Bureau is offering station 
which were in. operation March 
1946, but which did not subscribe t 
BMB Study No. 1, the opportunin 
to obtain their March, 1946, BMRB 
audience data at a 33'4% discoun 
provided they are current subscribers 


Dr. George Gallup, head of Aud 
ence Research, Inc., has announced 
a new radio study which will « 
plore the qualitative aspects of listen 
ing. ‘The firm is offering the radi 
industry six major research services 
1. A national popularity audit o 
radio personalities; (2) a popularity 
audit of musical hits; (3) analysis « 
program structure; (+) radio tes 
town—a laboratory for testing new 
radio ideas under actual broadcast 
ing conditions in a test market 0 
homogeneous nature, a communit 
with a good distribution of industn 
business and farming; (5) a pre-tes- 
ing technique for new radio idea— 
including use of the organization: 
electronic barometer, the Hopkin 
Televote Machine; (6) a quarter! 
evaluation of radio advertising i 
pact. 


Mort Bassett joins John Blair § 
Co. as station service manager, Net 
York City office. He comes to the or 
ganization from Morse Internationa 
Inc., where he has served as rad 
time buyer and assistant radio dirt 
tor since 1941 . . . Robert J. Cam 
bell is named sales manager of 10 
stations WIRF and WTRF-FM 
The stations are expected to go ont 
air about November 1. A_netwo® 
affiliation will be announced at a late 
date... Ralph Miller is now gent 
manager of station KVOS, Belling 
ham, Wash... . Harry D. Wilson : 
elected a vice-president of A. ©. Nee 
sen Co., and will continue to serve® 
a Chicago client service executive 
James H. Nelson is the new N 
director of advertising and prom 
tion, and Roy C. Porteous 1s - 
manager of the Advertising an - 
motion Department. . - Thomas ! 
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Bez and raised in the city, this 
happy huckster is known by more 
folks downtown than any of the hand- 
shaking politicians who hang around 
city hall. His en x job is making 
friends—yet he finds time to sell a 
hefty stack of papers every day. 


And if you buy advertising space, it 
might pay you to spend a few minutes 
making friends with the newsboy on 
your corner. Ask him which headlines 
sell the most papers . . . what sort of 
news interests folks the most. 


Chances are his answer will tell you 
what you already know: people are 
just naturally interested most in per- 
sons and events that are closest to 
them. 


fe vas 


4804 DIT 


As local as the newsboy on the corner 


And that’s just what the people in 
seven metropolitan markets find in 
their own Locally Edited Gravure 
Magazine, i. e. pictures and text about 
local places, local persons and local 
happenings. It makes reading their 
own Locally Edited Gravure Magazine 
a pleasant Sunday habit for over 
1,400,000 families. And it will make 
advertising in the Locally Edited Gra- 
vure Magazines a profitable habit for 
you, the advertiser. 


WANT MORE FACTS? Just write the 
Locally Edited Group, Louisville 2, 
Kentucky, or contact any of the fol- 
lowing Representatives: Branham Co., 
Jann & Kelley, John Budd Co.,: 
O’Mara & Ormsbee, Sawyer-Ferguson- 
Walker Co, 


Locally Edited Gravure Magazines 


FEATURING THE LOCAL TOUCH FOR HIGHEST READER INTEREST 
FOR GREATER ADVERTISING VALUE 


Columbus Dispatch 
Houston Chronicle 
The Nashville Tennessean 


Louisville Courier-Journal 
Atlanta Journal 
San Antonio Express 


New Orleans Times-Picayune-States 


Ellsworth is appointed sales promo- 
tion director of Radio Sales, the Spot 
Broadcasting Division of CBS. 


THOMAS 8. ELLSWORTH, new 
sales promotion director of Radio 
Sales for Columbia Broadcasting Co. 


TELEVISION 


The application for a_televisior 
license which WTIC, Hartford, 
Conn., made several years ago and 
later withdrew, has been renewed 
and acknowledged by the FCC, ac- 
cording to Paul W. Morency, vice- 
president and general manager of the 
Travelers Broadcasting Service Corp. 


WMAL-TV, Washington, D. C., 
television station, has made its debut 
this month with a commercial tele- 
cast sponsored by the United States 
Rubber Co. . . . The American To- 
bacco Company’s series of one-minute 
commercial films advertising Lucky 
Strike cigarettes is being shown over 
CBS-television station, WCBS-TV. 
The contract is for three spots a week 
over a year’s period. Foote, Cone & 
Belding is agency on the account. 


BUSINESS MAGAZINES 


For the 10th successive year chain 
drug stores will engage in Large Size 
Week, January 16-26, 1948, covering 
two shopping week-ends. This na- 
tion-wide merchandising event en- 
courages consumers to economize by 
buying larger sizes of drug products, 
and by increasing store traffic, helps 
to stimulate sales of other items. 

During Large Size Week, spon- 
sored by the Drug Editions of Chain 
Store Age, New York City, 60 or 
more nationally advertised Fair 
Trade drug products will be fea- 
tured. The names of the Fair Trade 
brands will be imprinted on pen- 
nants, posters, and price cards. This 
display material is supplied free of 
charge to participating chains. 

* 


The first issue (1947-1948) of an 
annual directory to be known as the 


“Fueloil & Oil Heat Buyer’s Guide 
& Industry Directory,” is announced 
by Heating Publishers, Inc., New 
York City, publishers of Fueloil & 
Oil Heat. Distribution will be to 
fuel oil and oil heating dealers, man- 
ufacturers and jobbers. 

The Metal Industry Publishing 
Co. is changing its name to Finish- 
ing Publications, Inc., with the Oc- 
tober issues. . . . Fairchild’s Interna- 
tional, Fairchild Publications, is be- 
ing discontinued. 


OUTDOOR 


Following the third annual meet- 
ing of its board of directors held re- 
cently in New York City, Standard 
Outdoor Advertising, Inc., announces 
a program of expansion emphasizing 
service in the face of a sold out 
market. Standard operators have 
adopted a new evaluation yardstick 
for rating the efficiency of their 
plants. Also adopted were uniform 
invoice and location lists for the bene- 
fit of advertisers and agencies. A 
uniform program of merchandising, 
resulting from several meetings of 
Standard sales managers, was ac- 
cepted by the board, and participating 
members of the network will act 
upon it in the near future. 

Basic market research was ap- 
proved by the directors and the stated 
program for the months ahead will 
include individual studies by 
Standard members in cooperation 
with the Trafic Audit Bureau on 
the problem of traffic flow. The pro- 
gram also contains plans for the 
survey work on subjects such as 
readership and remembrance, the type 
of material which agency executives 
have indicated is most useful to them. 


With the addition of three new 
members to the network, Standard 
Outdoor Advertising, Inc., now 
makes available to advertisers 1,629 
markets in America. The three new 
members are The Maryland Adver- 
tising Co., Baltimore, Md.; Ghaster 
Outdoor Advertising, Lima, Ohio; 
Barbour Advertising Co., Columbia, 
7 he 


AGENCIES 


Instead of throwing the traditional 
press party to herald the opening of 
an important new radio program, 
Compton Advertising, Inc., departed 
from custom by holding what it 
called a “‘no-press party” for Lowell 
Thomas. The newscaster is now on 
a coast-to-coast CBS network for 
Ivory Bar. The new program is 
heard Monday through Friday at 


6:45 p.m., EST. The sponsor, Pry. 
ter & Gamble, is donating the $1 0 
such a party would ordinarily cog 
to charitable organizations select, 
by the radio editors who would 
invited to the customary affairs, Th, 
editors were sent letters inviting then 
to name their favorite humanitariz 
causes, which will be the recipient oj 
a sum equal to what their attendane 


at a press party would cost. 
7 


Tedford L. Woodard and R 


David Fris head a new advertising 

agency in Albany, N. Y....].M 

Straus & Co. is a newly formed af 

vertising agency in Los Angeles. 
7 


A new department under the ¢j 
rection of Foster Perry will hand 
plans and merchandising, including 
retail activities, for consumer good 
clients of Wilson, Haight & Welch 
Inc. . . . Walter Bunker is name 
manager of the Radio Department 
Hollywood office, Young & Rubican 
Inc. . . . Llewellyn E. Pickett is ap 
pointed merchandising director ¢ 
the Chicago office of McCann-Erick- 
son, Inc... . G. Fred De Bolt, Joh 
W. Hutton and Kenneth C. Lovger 
are newly elected vice-presidents 0 
Ross Roy, Inc., Detroit. 


THEODORE C. FISHER, media di- 
rector of Pedlar & Ryan, Inc., is 
elected vice-president of the agency: 


Accounts: C. K. Reynolds, J! 
sales manager for Dishamatic Ele 
tric Dishwashers (Lake State Pro’ 
ucts, Inc.) announces the appt’ 
ment of Hicks & Greist, Inc. - 
Lever Brothers Co. appoints Sul 
van, Stauffer, Colwell & Bayles, Inc 
to handle its granulated laundry 5% 
Silver Dust, which was temporal 
withdrawn from the market dunt 
the war. . . . Joseph Burnett Co, 
division of American Home fF 
Inc., is transferred to W. Earl Bet 
well, Inc., effective December 


The American Thread ©. . 
Federal Advertising Agency for' 
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CHICAGO 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 


NEW YORK OFFICE: 9 Rockefeller Plaza 
Boper is. 1947 


Uf hy Are They Chicago’s 
Most IMPORTANT Million? 


Uff hy Do Advertisers Benefit 
By SELECTED Mass Circulation? 


W hy Is the Chicago Daily News 
Essential to Your SALES-PLANS? 


More than a million reader-friends welcome the 
Chicago Daily News to their HOMES every week 
day evening. When you refer to the figures 
in the panel at the left you will see that these 
people are incomewise, the most IMPORTANT 
million buyers in Chicago. 


These same figures also reveal the advantage 
given to advertisers by SELECTED mass circula- 
tion. Advertising in the Daily News is seen and 
read by a group of consumers who represent a 
rich concentration of dollars to spend in satisfy- 
ing a limitless variety of desires. 


Thus the Daily News is essential to Chicago sales- 
plans. Through this one newspaper alone the 
advertiser talks to high potential buying-power. 
. . - If you don’t get into these IMPORTANT 
homes with what you have to say, you can hardly 
expect to get in with what you have to sell! 


DAILY NEWS 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
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‘Hotel New Yorker | 


At your service—our chefs 

and waiters who take pride 

in serving you the best in 
Americana cookery. Attractively 
served in your room, the Coffee 
Shop or our sumptuous Terrace 
Room, you'll find this luscious 
food just one of the 

specialties the Hotel New 
Yorker staff of 1700 enjoys 


providing for you! ! 


Dine and Dance 


in our TERRACE ROOM 
Ray McKinley's Orchestra* 


and see the exciting Jee Shou 


*Starting Oct. 27, Sammy Kaye's 
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JAMES D. WEBB is the newly ap- 
pointed vice-president and account 
supervisor of Young & Rubicam, Inc. 


cotton threads and wool yarns, eftfec- 
tive January 1, 1948. Austin 
Motor Co., Birmingham, England, 
to J. M. Mathes, Inc., for its ad- 
vertising and public relations in this 
country. ‘The advertising and _ pro- 
motion campaign now being prepared 
will break in November when the 
first shipments of cars begin to ar- 
rive for dealers. First year’s budget 
is expected to run between $1,500,- 
000 and $2,000,000. . . . Export ad- 
vertising for Durex Corp. and for 
Lentheric, Inc., to Robert Otto & 
Associates, Inc. . . . J. W. Greer 
Co., Cambridge, Mass., to James 
‘Thomas Chirurg Co... . : A. B. Far- 
gquhar Co., York, Pa., manufacturer 
of farm equipment heavy machinery, 
to VanSant, Dugdale & Co., Inc. 
Reo Motors, Inc., to Brooke, 
Smith, French & Dorrance, Inc., for 
their motor trucks, transit coaches 
and school buses. . . . Acme Tool 
Manufacturing Co., Belleville, N. J., 
and John T. O’Connor & Co., West 
Orange, N. J., to Mercready and Co., 
Newark, N. J... . Westfield Manu- 
facturing Co., Westfield, Mass., 
manufacturers of Columbia - built 
bicycles, to Horton-Noyes Co., Provi- 
dence, K. L... . «J \. P. W. Products 
Co., Inc., Albany, N. Y., to Wm. B. 
Remington, Inc 
Corp. to Tracy, Kent & Co., Inc., 
New York City. 


GORDON E. HYDE is named chair- 
man of Advertising Research Foun- 
dation's Administrative Committee. 


W..GIVE “GEMS". 
FOR CHRISTMAS 


Your customers will appreciate 
getting these famous “Gen” 
Razor sets for Christmas. They 
have heard about the new Gen 
‘Guiding Eye’ Razor—they want 
to try it. Give these handsome 
gift sets and win their daily op. 
preciation. e 


Model illustrated retails at $2.95, 
other models from 39¢ to $8.45. 
Star Double Edge Razor Sets retail 

from 49¢ to $2.75. 
SPECIAL DISCOUNTS TO 
QUANTITY PURCHASERS 
Write 


PREMIUM DIV., AMERICAN SAFETY RAZOR (0 
Brooklyn 1, N. Y 


ell 


UALIFIED 4 
a by N A M ES : 
150,000: 


JOE BONOMO 
His Private 
Mailing List 
@ Who bought self-improvement j 
courses from $1.00 to $3.00. Names: 
on plates. 1946-1947. List absolutely 
up-to-date true mail order buyer j 
We do complete mailing on 
premises! 

BONOMO CULTURE INSTITUTE 

Att: R. E. Gabel 

1841 Broadway 

New York 23, N. Y. 

0) 00) 0 0 


m0 0 0 


CANADA 
A rapidly expanding market. 


If you are interested in opening up, or io 
proving, sour sales in this protitable field * 
sugzest you inquire about our service sw ithost 
obligation. 

We can put you in touch with the RIGE 
concern to distribute your products a. 
‘ountry ; ind can also make manufac 
arrangements for you, if jesired 


Write: MARKETING ASSOCIATES 
181 Cottingham Street, 
Toronto, Ontario, Canadé. 


FREE: SELF-ANALYS! 


for Salesmen 


“YOUR NAME PLEASE," second che 
“WHERE DO YOU GO FROM No? © 
book (in production) by Leon Epstein, aio 
ulating analysis of bad work habits be 

result in lost orders. FREE COPY lon 
NAME PLEASE” available in booklet fe 
executives writing on thelr company wt 
Sales Research Institute, 103 Park Ave. ™ 
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the Advertising Checking Bureau, 


Shrens Publishing Co. ......... 
\ir Express Division, Railway 


memes Agency ............... 30 
American Airlines ...........3rd cover 
Th American Home ............ 27 
American Map Company, Inc. ... 148 
American Safety Razor Corp. .... 160 
American Telephone & Telegraph 
jmerican Telephone & Telegraph 

Co—Classified Division ........ 66 
\sheville Citizen—Times ........ 152 
{sociated Business Papers ...... 109 
\sociation of Export Advertising 

RSet ae eee eee 146 
Bakers Weekly ....... 131, 153 
Baltimore News-Post ............ 100 
jatian Brothers Company ....... 150 
eS eer 86 


bell & Howell Company .......... a 


better Homes & Gardens ......... 121 
hn Blair & Company ........... 132 
Sonomo Culture Institute ......... 160 
NS ee 145 
The Bridgeport Post-Telegram ... 140 
buffalo Courier-Express .......... 20 
bulding Supply News ............ 96 
bureau of Advertising, A.N.P.A. .. 137 
jurrelle’s Press Clipping Bureau . 86 


ES! 


(dlophane Division, E. I. 
de Nemours & Co., Inc 
The Champion Paper & Fibre Co. 47 
Chicago Daily News 
Chieago Journal of Commerce .... 96 
The Cincinnati Advertising 


duPont 


Os rere 57 
im the Cincinnati Post ............ 55 
00 mCeveland Plain Dealer ........... 155 
EN SE ae parece eee 72 
— m% Dallas Times Herald ....... 152 
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SALES MANAGER 


Exceptional opportunity for 
exceptional man. Wiscon- 
sin Manufacturer of Refrig- 
erated equipment — the 
leader in its field — has 
opening for sales manager 
with ability to take full 
advantage of wide market. 
Must have record of suc- 
cessful sales management 
and experience selling 
through dealers of store 
equipment, This position of- 
fers a splendid future to 
the right man, Write fully 
giving details of past rec- 
ord and earnings. All re- 
plies confidential. 


Address Box 2488, Sales 
Management, 386 Fourth 


Ave., New York 16, N. Y. 


ATTENTION 


MANUFACTURERS OF FOOD 
PROCESSING EQUIPMENT 


lf you are interested in capable 
representation in the Southwest— 
Texas, Oklahoma and New Mexico— 
use my ten years of experience sell- 
ing both equipment and supplies to 
Bakers, Candy Makers, Ice Cream 
Manufacturers, etc., in this territory. 
My home is in the Dallas-Fort Worth 


area. 

Please give Complete description of 
your line, its availability, territories 
and your compensation arrangements. 


Address Box 2489, Sales Manage- 
ment, 386 Fourth Ave., New York 
16, N. Y. 


Write for information on 


e2E-ST/K 


T.M. Reg. U.S. Pat. Off 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York |, N.Y 


COMMENT 


STEERING THE SALESMEN 


In the Significant Trends department of the August | 
issue we expressed amazement at the fact that practically 
none of the house publications for salesmen contain any 
factual information about either general business condi- 
tions or conditions in the vertical industry in which a 
given company may operate . . . In the past two months 
we have noted a very gratifying response to this item, 
and several subscribers have queried us as to where they 
could get good material for house organs or a regula: 
“President’s Letter on Business Conditions.” 


The president of a large insurance company wrote, “I 
was forcibly reminded of the good material which comes 
to my desk and to the other executives and stops right 
there, when it could be of tremendous value to our sales- 
men. We plan to remedy this fault by sending a periodic 
report on general business and economic conditions.” 


Other subscribers have asked us whether material may 
be lifted from the pages of SALES MANAGEMENT. The 
answer is that we are delighted. They have asked us for 
other suggestions and we have recommended such sources 
as getting on the mailing list for releases from the Depart- 
ment of Commerce, The Bureau of the Census, The 
Bureau of Labor Statistics and the Federal Reserve 
Board, all in Washington. 


We have suggested careful reading of the best local 
newspapers; The Wall Street Journal (much more than 
than a financial newspaper); Washington confidential 
letters such as Kiplinger and Whaley-Eaton; business 
reports such as those of Research Institute of America, 
Babson, International Statistical Bureau, United Business 
Service and Prentice-Hall; Barron’s Weekly, Business 
Week, United States News, Nation’s Business, Dun’s 
Review ; the business sections of Time and News Week: 
bulletins of the Federal Reserve Board. 


Salesmen are bombarded several times a day with 
rebuffs which are based on buyers’ fears—fears of an- 
other war, depression, the folding up of buying power, 
coming buyer strikes and the like . . . Help your men to 
direct their thinking into sound channels by sending them 
at frequent intervals condensed facts and opinions which 
may help them to answer some of these general objections. 


SOMETHING OLD HAS BEEN 
SUBTRACTED 


A seller’s market jag leaves many an industry weak- 
ened in a vital spot: deterioration of product. Try to 
find, among your friends, just one lone citizen who be- 
lieves that the automobile he paid $2,200 for today has the 
value built into it that it possessed when he bought the 
car of the same name before the war at $1,200. And 
that’s only one example. 


True, the majority of manufacturers have achieved 
improvement over the product of wartimes, but the price 
squeeze has forced corner-cutting, pressure for deliveries 
has made inspection sketchy, and continued raw materials 
shortage (as in sheet steel) has brought about reduction 
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ot strength and wearability, as compared to prey; 


values. Improvement in styling is obvious . . . but 4 
guts of many products just aren’t there. And consumr 
know’ it. 


As backlogs are exhausted as a source for new busine 
and consumer dissatisfaction with product performan: 
piles up, product research departments are going to hay 
to fight a stiff battle for a return to product stamin: 
They’re going to have to find ways to build in mo 
value for the consumer’s dollar. Nothing in the work 
but competition will do this. But the company the 
realizes now that it will have to be done, and the quicie 
the better, will be far stronger when hot competition s: 
in than any firm sitting by in the smug belief that bett: 
than-wartimes products are good enough. 


PLAIN WORDS ON DISTRIBUTION 


We think Eric O. Johnson is pretty wise and energetic 
This general manager of American Central Divisiw 
(Aviation Corporation) wants all of the 2,500 people i 
his plant at Connersville, Ind., to know a lot about th 
business of making and selling “American” kitchens. 
every three months he gets them together, about 1(()z 
a time, and tells them all about something basic to tk 
business . . . basic to any business under our system of fre 
enterprise. He delivers that talk about 25 times in thre 
days. Three months later he does it again with anoth 
subject. He’s selling them United States economics. 


Recently he told them about distribution . . . wht 
good distribution means to them . . . why it costs whi 
it does. He started with what the company gets for 
“American” kitchen—46% of the retail price—breakix 
it down to all its cost components and a profit of 5%. 


Then he broke down the average distributor's costs at 
showed him making a gross profit of 20% of retail pn 
and a net of about $6,000 on an annual business of $138; 
000. Next came the average dealer who gets about 4’ 
of retail price—$1,000 on total sales of $2,500 a yee 
Those profit figures do not look excessive when Ml: 
Johnson finishes listing all the items of rent, salans 
training, promotion, adyertising, service and taxes ds 
tributors and dealers have to pay out. “What doe! 
dealer have left for actual profit? You figure it 
says Mr. Johnson. 


“A distribution system is costly,” he goes on, “but . 
can’t say it costs too much until somebody comes 4 
with a better method of obtaining the same results 
Other methods have been tried, he points out, metho’ 
that eliminate both distributor and retailer. But the 
seldom save much on final retail prices. And they seldos 
create big volume production to make jobs. 


We do not do justice to the detail of Mr. Johns" 
talk on distribution. We are merely cheering for 4™ 
who explains distribution to his people in home 
terms they can understand, relating to the products . 
make. Distribution may cost too much in spots, but e 
great need is for the people to know more about” 
soundness of our system. One of the best places to imp? 
that knowledge is the production plants of Ameri 
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TS ONLY natural that fast-moving, breezy Variety—most avidly read 
it | publication in the entertainment world—should adopt time-saving 
5 Ut American Airlines Airfreight to speed its distribution. Today, Hollywood 
ults stars get their favorite tradepaper fully three days ahead of former delivery 
choo time—within a day of New York press time. The weekly issue now arrives in 
the Hollywood on Thursday—advancing distribution a whole weekend. And 
dor because Airfreight gets the news there faster. Variety's West Coast sales are 

greater than ever. 

American Airlines Airfreight makes possible new, unmatched advantages 
1308 in distribution, merchandising and selling. \ hether it is news or shoes, parts 
me or produce, Airfreight gets it there quicker. Recent drastic rate reductions 
esp! make Airfreight more economical. 4-engine Airfreighters, exclusively for 
the cargo shipping. provide faster service to more important shipping centers 
t than ever before. For details on how Airfreight can help your business, call 
¢ i your nearest American Airlines office or write to American Airlines, Inc., 


re Cargo Division, 100 East 42nd Street, New York 17, N. Y. 


Omar had the right tdAea 


“A jug of wine, a loaf of bread and thou,” was Omar 
Khayyam’s way of defining wealth. 


And at that he was closer to the truth than many self- 
styled economists are today. 


A recent government survey, for instance, disclosed the 
fact that of 3,000 families questioned, 10°; had 60°; of 
the savings. Immediately the critics called this proof of 
maldistribution of wealth! 


But what about that 10°%c who hold 60°o of the savings? 


They don’t have 60% of the 25,000,000 automobiles in this 
country which represent 80% of all the cars in the world. 
They couldn't! 


They don’t have 60% of the nation’s 18,000,000 telephones 
which total more than all the rest of the phones in the world. 
They couldn't! 


They don’t have 60% of the 71,000,000 life insurance 
policies in this country which total 156 billion dollars’ 
worth of insurance. They couldn't! 


Free enterprise has made possible this healthy distri- 
bution of wealth. It’s the kind of distribution that lets 
people choose the wealth they wish—whether it be 
envings, automobiles, a jug of wine or a loaf of bread. 


We must keep this American way strong, so that it can 
continue to benefit worker, investor and management 


alike. And it will stay strong only as long as indl 
constantly strives to remain efficient. 


Advertising helps industry maintain efficiency. It sti 
demand. It promotes production. In short, advertising 
stem-winder for Free Enterprise. 


Here at Ross Roy, Inc., we plan all our clients’ ad 
tising to clinch sales as well as to get attention. 

why we follow through with the development of 

sales aid needed to insure sales success. 


We’re sure you’ll find our approach to your PM 
worth-while. Why not drop us a line? Just write 
Roy, Inc., 2751 East Jefferson, Detroit 7, Michigale 


RUSS RO, WAL, 


a 


practi wth t follow through 


